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FASHION fe 
TRAINING 
fora RETAIL 


SALES FORGE... 


HOW TO MAINTAIN A FASHION INVENTORY 


THE 
MERCHANDISING 
CONCEPT OF FASHION 
IN FOOTWEAR 





Pipe & Fittings 


Transistor Radios 
RA © .GE. 


Typewriters 
Remington ® Sears 





Communications 
Western Electric Automotive Parts 
Automatic Electric Chrysler @ Ford © GM 


Appliances 
G.E. © Westinghouse 


The miracle 
material that 
has 
improved 
product 
performance 
in every 





leading industry... 











CYCOLAC is a registered trademark of Borg-Warner Corp. © Copyright 1961 Borg-Warner Corp. All rights reserved. 
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YCOLAC..... 


TOUGH, HARD, RIGID POLYMERS FROM BORG-WARNER 


During 1961, the vast majority of women’s high-fashion heels 

will be made of tough, hard, rigid CYCOLAC brand polymers. 
Why? Because this remarkable, rugged plastic from Borg-Warner’s 
Marbon Chemical Division has overcome the industry’s most 
critical problems—flex-fatigue, shock-impact and heat distortion 
—so successfully that returns due to breakage have been 
practically eliminated. No wonder America’s leading shoe heel 
manufacturers have joined the growing list of major producers 
who are taking advantage of this miracle material—better 

in more ways than any other plastic! 


MARBON 


MARBON CHEMICAL BW 


WASHINGTON & 


CHEMICAL 


vivision BORG-WARNER 
WEST VIRGINIA 
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TRADE MARK REG.US. PATENT OFF. 


FOR CHILDREN OF ALL AGES 


Lead the repeat sales 
into your store 

with distinctively 

styled “KALI-STEN-IKS.” 


See your “KALI-STEN-IKS” 
representative 


or write to 


SS 


us now. XS 


XK» 5 


~ 
2 


In Stock — 1125 — 
Black Nylon Velvet 
U-Throat Ox. Leather 
sole. 


8% to 12 — B, C, D, E 
12% to 3 — B, C, D, E 


3% to 6 — A, B, C, 
In Stock — 524 — Black 


Plug Oxford 

8% to 12—A, B, C, D, E 
12% to 3—A, B, C, D, E 
3% to 6—A, B, C, D, E 
Also in stock 539 in 
Oxblood. 
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American Girl takes you out of the peak 
and valley business into a sure, 

stable, profitable pattern — and a 

lot less worrisome one. The complete 
line sells more kinds of people, 

more times .. . 52 weeks a year. 


teenager, basics, 
young working woman, ) Sports, 


casuals, 
career woman, novelties, 


young married, | walking shoes, 
matron working shoes 


jl, 


288 A Street, Boston, Mass. 


SHOE 
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DEALERS 
WITH AN 
EAR 
TO THE 
GROUND | 


ATTENDING THE “SHOE SHOW OF AMERICA” NOV. 5-9 ? 


VISIT OUR N. Y. DISPLAY ROOM AND SALES OFFICE — 924 MARBRIDGE BLDG. 
EBY SHOE CORPORATION e EPHRATA, PENNSYLVANIA 
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WASHINGTON ALERT. cosae ssc 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Shoe labeling guides due 


Issuance of the government’s new 
guides (rules) for shoe labeling and 
advertising is due within a few 
weeks. 

The Federal Trade Commission, 
which is now writing the guides, 
will issue them. 

Although the FTC is stressing 
the “voluntary” character of the 
guides, don’t be fooled. Manufac- 
turers or merchants caught violat- 
ing the guides must expect the 
FTC to file a formal complaint, 
charging deception. 

The new guides amount to this: 
A limited type of shoe labeling. For 
example, the presence of paper- 
board, cellulose products, and other 
nonleather materials will have to be 
clearly stated in such a manner that 
the customer can easily read and 
understand what is—and what is 
not—1in the shoe. 

In addition, manufacturers and 
merchants must pay closer atten- 
tion to the quality statements they 
make in advertising and promotion 
copy. Claims of “hand-sewn” for 
exampie, must be entirely true, or 
the government will file a suit. And 
woe unto the manufacturer who 
tries to represent nonleather soles 
or nonleather uppers as “leather.” 

The FTC is working closely with 
the National Shoe Manufacturers 
Assn. in writing the rules. Indi- 
vidual manufacturers are not being 
consulted. If your company has 
some ideas you’d like to see brought 
into the new rules, write the 
NSMA, 342 Madison Ave., New 
York 17, N. ¥. 


Kennedy woos businessmen 


President Kennedy, concerned 
and irritated over his “anti-busi- 
ness” reputation, is trying anew to 
win businessmen over to his point 
of view. 

Kennedy Cabinet officers and 
New Frontier officials all the way 
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down the line have been instructed 
to hold out the olive branch to the 
business community. 

The root of Mr. Kennedy’s con- 
cern is that a rift between his Ad- 
ministration and businessmen could 
have serious consequences, such as 
widespread opposition to tax and 
control measures and the unwilling- 
ness of responsible persons to ac- 
cept positions in the Kennedy Ad- 
ministration. 

Plan is to placate business lead- 
ers by explaining that extensive 
federal regulation is a “necessity” 
growing in part out of the troubled 
world conditions. 


More failures, more help 
are small business trends 


The trend of increasing failures 
of small business in the U. S. is 
leading to moves aimed at helping 
the independent businessman. 

Along with the Kennedy Admin- 
istration’s moves to give small busi- 
nessmen a bigger share of defense 
contracts, also come many bills 
aimed at other aid. The latest leg- 
islative move came from Sen. Hu- 
bert Humphrey (D., Minn.). He 
introduced legislation which would: 

1. Provide a graduated income 
tax on corporations allowing up to 
one-third tax reduction for firms 
with annual earnings below $10,000. 

2. Protect the rights of small 
businesses to sue for triple dam- 
ages under antimonopoly laws. 

3. Prohibt “loss leader” sales (at 
less than delivered cost). 

4. Authorize disaster loans for 
small businesses displaced by fed- 
eral highway construction pro- 
grams. 


Does price stability 
mean price control? 


What will President Kennedy’s 
plans for “price stability” cost mer- 
chants? Evidence is piling up that 


the cost may be federal control of 
prices. 

The President says “stability of 
prices” is absolutely necessary for 
a sound U. S. economy. He adds: 

“The course of the American 
price level depends in substantial 
measure on wage and price deci- 
sions of labor and management. 

“We cannot afford unsound wage 
and price movements which push up 
costs, weaken our international 
competitive position, restrict job 
opportunities, and jeopardize the 
health of our domestic economy.” 


Caution: private 
bankruptcies up sharply 


Be extra careful in approving 
consumer credit risks. Federal court 
officials warn that the number of 
personal bankruptcies — meaning 
private citizens who go broke—is 
increasing “at an alarming rate.” 
Some 131,402 nonbusiness bank- 
ruptcies were filed in the year ended 
last June 30. This was 34.4 per 
cent more than in 1960 and sets a 
new record for the fifth year in a 
row. Be extremely cautious in the 
weeks ahead. Most personal bank- 
ruptcies occur in the spring, and 
can result from shoppers overbuy- 
ing on credit during the pre-Christ- 
mas season. 


Textiles now 
under Schnitzer 


Julius Schnitzer, the govern- 
ment’s top leather expert, now 
heads a combined Leather & Textile 
Division in the U. S. Commerce 
Department. 

Except for the resignation of A. 
Henry Thurston, former director of 
the Textile Division, there has been 
no reduction in either leather or 
textile staffs, so the outlook is for 
an uninterrupted flow of advisory 
services to both the leather and tex- 
tiles industries. 





CROWN NEOLITE 
GOOD*YEAR -— wy 
NEOLITE 


Mr. Neolite says: 


GOODYEAR OFFERS YOU 
TODAY’S TOP CHOICE 
OF SOLES FOR YOUR 
ENTIRE SPRING, 1962, 
PRODUCTION! 


NEOLITE CREPE Mesh Pattern NEOLITE CREPE Tweed Pattern WINGLITE 


YES GOODYE AR HAS IT You can simplify your soling problems by making your 
. 


selections from the Goodyear line. Goodyear has every 


.»»-A COMPLETE RANGE _ s0le you may need 


. for women’s high-style shoes, everyday 


OF MEN’S, WOMEN’S " shoes, casuals and flats 
. .. for men’s dress shoes and work shoes 
AND CHILDREN’S SOLES . .. for men’s and women’s sport shoes 


. for boys’ and young men’s shoes 


str type and style .. «for girls’ and misses’ shoes 
.. Very price bracket! . even for babies’ shoes 


And in each category there is a choice of soles to meet 
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STANDARD NEOLITE 


— 
CUSHION 


your specific pricing requirement, whether your brands 
are high-ticket, middle-ticket or low-ticket . . . or all 
three. So, don’t waste time and money shopping around 
for the soles you need. Do it the easy, economical way 
—use Goodyear soles. Goodyear alone can meet all your 
requirements. 

But that’s not all. In addition to convenience Good- 
year offers you unsurpassed quality and value. What- 
ever type of Goodyear sole you choose—in whatever 
price bracket—it will be top-quality, tops in styling and 
priced right. 
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NEOLITE FLEX 


INFA-FLEX | 


CELLO-FLEX 


CHEMIGUM OIL PROOF 


Before you specify soling for your new spring lines, get 
all the facts about the Goodyear line. See your Goodyear 
Representative. Or, write to: Shoe Products Division, 
The Goodyear Tire & Rubber Company, Akron, Ohio. 


LOTS OF GOOD THINGS COME FROM 


GOODFYEAR 


NEOLITE, NEOLITE FLEX, CELLO-FLEX, WINGLITE, INFA-FLEX, CHEMIGUM, 


T.M.’S——THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 








LALY-BONES 


REG. U. S. PAT. OFF. AND CANADA 


ood, Shoed, for Boys and Guile 


CHICAGO SHOE SHOW 


Rooms 851-852 . .. Palmer House 
October 22-25 





CLAN Cs 


Reg. U. S. Pot. Off. and Conode 


for Young Woman, nn White, 





also in: ATLANTA, Henry Grady Hotel,Oct.15-18 *» BOSTON, Parker House, Oct. 29-Nov.1 * DALLAS, 

Statler-Hilton, Oct.28-Nov.1 « LOS ANGELES, Biltmore Hotel, Oct. 8-11 * NEW YORK, Sheraton- | 
Atlantic, Nov.5-9 * SEATTLE, New Washington Hotel, Oct.14-17 « ST. PAUL,St. Paul Hotel, Oct. | 
29-Nov.1. | 


- THE JUVENILE SHOE CORPORATION OF AMERICA « AURORA, MISSOURI | 
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DATES 


Major markets .. . 


National Shoe Fair of America (for- 
merly Shoe Show of America), Na- 
tional Assn. of Shoe Chain Stores 
and New England Shoe and Leather 
Assn., Hotels New Yorker and Sher- 
aton-Atlantic, New York 

Allied Shoe Products Show, Fall-Win- 
ter 1962, New York Trade Show 
Bldg., New York 


. « « and keep in mind 


Boot and Shoe Travelers' Assn. of 
New York, Inc., Annual Shoe Show, 
Island Inn Motor Hotel, Westbury, 

De NaS ane pop ewe mies eke Thi Oct. 15 

Indiana Shoe Travelers’ Assn., Inc., 
Kentucky-Tennessee Shoe Fair, Phoe- 
nix Hotel, Lexington, Ky. .....Oct. 15-16 

Pacific Northwest Shoe Travelers, Se- 
attle Spring Shoe Fair, Olympic 
and New Washington Hotels, Se- 
attle Oct. 

Southeastern Shoe Travelers, Inc., 
Spring Shoe Show, Dinkler Plaza, 
Henry Grady, Piedmont and Peach- 
tree-on-Peachtree Hotels, Atlanta 

Oct. 

Mountain States Shoe Travelers Assn., 
Spring Shoe Market, Albany Hotel, 
Denver 

Heart of America Shoe Fair, Cen- 
tral States Shoe Travelers, Hotel 
Muehlebach, Kansas City, Mo..Oct. 

Chicago Shoe Show, National Shoe 
Manufacturers Assn., and National 
Shoe Retailers Assn., Palmer House 
and Conrad Hilton Hotels, Chicago 

Oct. 22-25 


Designers Shoe Guild, Spring Show- 
ing, members’ showrooms, New York 
Oct. 23-27 
Tanners’ Council of America, Inc., 
Annual Meeting, Edgewater Beach 
Hotel, Chicago Oct. 25-27 
Michigan Shoe Travelers Club and 
Michigan Shoe Assn., division of 
Michigan Retailers Assn., Spring 
Shoe Fair, Statler Hilton and Sher- 
aton Cadillac Hotels, Detroit. .Oct. 
Southwestern Shoe Travelers Assn., 
Inc., Spring Shoe Fair, Adolphus, 
Baker and Statler Hilton Hotels, 
SUNG isin vind ods k vaso ke es 2. 
Boston Shoe Travelers’ Assn., Spring 
Shoe Show, Parker House, Boston 
Oct. 29-Nov. 


Northwest Shoe Travelers, Inc., Spring 
Shoe Show, St. Paul Hotel, St. Paul, 
WEIN ome foc es cae Oct. 29-Nov. 


Pennsylvania Shoe Travelers’ Assn., 
Inc., Spring Shoe Show, Hotels 
Penn Sheraton and Carlton House, 
Pittsburgh Oct. 29-Nov. 
Indiana Shoe Travelers’ Assn., Inc., 
Spring Shoe Fair, Claypool Hotel, 
Indianapolis, Ind. Nov. 5-7 
Independent Shoemen, Annual Meet- 
ing, Hotel Vanderbilt, New York. .Nov. 6 
Mid-Continent Shoe Travelers Assn., 
Spring Shoe Show, Sheraton-Okla- 
homa Hotel, Oklahoma City, Okla. 
Nov. 12-13 
Middle Atlantic Shoe Travelers’ Assn., 
Spring Shoe Show, Benjamin Frank- 
lin Hotel, Philadelphia Nov. 12-14 
Empire State Footwear Assn., Inc., 
Shoe Show and Convention, Sher- 


aton-Syracuse Inn, East Syracuse, 
Y th 64 Shak Ca Ene ROR 
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WALK-OVER 


WORLD RENOWNED SHOES 


Super Cushion 


VEL-FLEX* 


Our dealers tell us . . . "The 
greatest sales repeater of all 
my lines"... "The most com- 
fortable shoe I've ever worn 
for day-long standing and 
walking." 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 


*Reg. U. S. Pat. Off. 











to the 


Quality 


* xx that you can offer your 
customers in Pf O° TAkk TlV 

x the finest in children’s shoes « 
The features of good fitting and 
the craftsmanship in these famous 
shoes are easily recognized « 


especially by parents who today 


are more quality conscious 
than ever before. 


Pra: tele tiv 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 
CURTIS-STEPHENS-EMBRY CO., READING, PA. 
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ool a hot foot? 


Gils will oA 00 will Maa 


PELLON 


There is one innersole that breathes : 
freely and has the amazing ability to air i x a E b S 1] L F S 
cushion shoes... Pellon. And Pellon 
innersoles offer many other unique features. 
They’re the ultimate in flexibility, lightness and softness. 
Ask for the identifying box insert— 
“‘There’s Pellon Inside’’—Available without cost upon request. 


PELLON CORPORATION, Empire State Bidg. New York 1, N.Y. / Shoe Sales Division: IRVING J. FIFE & C0. 432 Park Ave. South, New York 16, N.Y. / @re.on i me neassrenco rasoemanx oF THe PELLON come 
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EDITORIAL 


by JOHN REILLY 


Low markup: threat to independent 


Despite increasing competition from low-overhead 
self-service outlets, markup continues to be an in- 
creasing problem for the independent retailer. In 
recent weeks we have received several letters from 
merchants dealing with the subject of markup, and 
how to increase or sustain it. 

It is a particularly pressing problem for the re- 
tailer of branded lines who, confronted with stead- 
ily rising costs, must still adhere to manufacturer- 
dictated price brackets. The independent is being 
strapped in the same kind of straitjacket that has 
restricted price increases by the chains for so many 
years. 

Retailer opinion varies on the additional markup 
needed. One says that a minimum of 50 per cent 
on the retail price is necessary to meet the increased 
costs of doing business and realize a fair profit. An- 
other holds that present markups are from 2 to 3 
percentage points too low for profitable operation. 

The time has come for the independent retailer 
and the manufacturer to recognize that the answer 
to self-service and discount selling is not marginal- 
service selling. 


Longer seasons, fewer clearances 


If we are convinced that the future of shoe re- 
tailing lies in service selling, fitting shoes in an 
attractive store in pleasant surroundings, then ways 
must be found to boost markups. Selling seasons 
must be lengthened, clearances delayed and reduced 
in number. This will be accomplished only by the 
cooperation of the retailer and the manufacturer. 

But the retailer must take the initiative. He must 
reassert strongly the prerogative of the merchant in 
determining the prices of the lines he sells. 

Ben Gordon, former president of City Stores, once 
defined a merchant as “a person who sees a product 
in terms of what the customer will pay for it rather 
than measuring the value of that product by what 
it costs.” Perhaps shoemen have been talking too 
long and too loud about the performance values the 
consumer receives in shoes. It is certainly true that 
they have been content merely to pass along the in- 
creased cost of production of shoes to the consumer, 
adding only basic and historic markups. 

Consumers are interested in value, but there are 
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many more satisfactions in well fitted, attractive 
shoes than value alone. When retailers sell value 
only, they play directly into the hands of the dis- 
counter and the self-service operator. 


Service is more than good fitting 


The real merchant sells satisfactions, the appear- 
ance, the feel of his shoes and the personal service 
the customer receives in his store. But service must 
have a real meaning too. It means more than effi- 
ciency in fitting. It means the courteous and con- 
siderate treatment of every customer, and it means 
having the patterns and colors she wants when she 
wants them. Few customers complain about price 
or the wearing qualities of shoes. Far more often 
it is a matter of not being able to find the styles for 
which they are looking, or of being treated with dis- 
courtesy or indifference by the salesperson. 

Service selling should and must produce higher 
markups than it is presently doing if it is to survive. 
The pressure of low-overhead, service-less selling 
should not cause any retailer who is doing a service 
job to lower his standards for one moment or divert 
his attention from getting a fair return for the serv- 
ice he renders. 

Manufacturers of branded lines have faced up to 
the necessity of passing on price increases to the 
retailer. They should be just as realistic in recog- 
nizing that the retailer too is faced with increased 
costs and is entitled to a better markup. 

In the more vigorous days of retailing the mer- 
chant decided what styles he would buy and in what 
depth he would buy them and at what prices he 
would sell them. If he believed a style looked like 
it was worth more, he did not hesitate to mark it 
accordingly. In recent years, too much authority and 
responsibility have been delegated to manufacturers 
in the selection, pricing, advertising and promotion 
of shoes. As a result, markups have been stratified 
and profit margins reduced. 

The independent branded-line retailer is still the 
greatest deterrent to the growth of the discounter. 
If he is to continue he must be kept strong and 
healthy. Higher markups, longer selling seasons, 
fewer clearances will go a long way in assuring that 
strength. 





THE AKEWI HIGH PROFIT LINE 


(KEE-WEE) 
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KIWI LIQUID 
SHOE SHINE 

Liquid wax—gives bright high 
shine instantly! 


pwHITey 


KIWI PASTE POLISH 


World’s largest seller! 
Preferred for the finest in shoe care! 


KIWI! SCUFF-MAGIC 


Makes kids’ shoes look new longer! 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeeeee 
eeeeeeaeeeoeoeeeaeeeeeeee eee eeaeeneaeneeed 





ecoocVeeeeeees 


KIWI SUEDE SPRAY : . ome 


A fine spray for suede shoes and > KIWI SHOE ‘WHITE 
accessories—one of KIWI’s many (LIQUID) 


aerosol products including Spray s ‘ } 
Shine and Foot & Shoe Fresh-Up! For all white shoes—a whiter white! 


KIWI LEATHER 


Life extender & 
CONDITIONER 


Adds years of life to leather! 





KIWI SHOE SERVER 


Sure-fire seller! Sturdy, handsome, 
oak-finished cabinet is fully equipped. 


KIWI SHOE SHINE 
COMPACT 


Handsome, tan travel kit. Compact 
kit perfect for students, servicemen, 


BACKED BY BIG ADVERTISING! 


These Famous Stars Now Sell KIWI Coast-to-Coast on CBS Radio—52 Weeks a Year! 
* Arthur Godfrey »* Art Linkletter * Rosemary Clooney 


* Bing Crosby %* Douglas Edwards »* Your Man in Paris 
(AND THE NEWS) 


THE KIWI POLISH CO., PTY. LTD., POTTSTOWN, PA. 


KIWI SHINE KITS 
& GROOMERS 


Compact, handy. For bigger extra profits! 


@eeeaePCoooeeeoeeeeeeeeeeeeeeeeeeeeeeeGseeaeneee 
@eeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
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WALLACES FARMER 


« lowa Homestead 
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Takes exception 


Just a note on your Bill Rossi 
and his article on foot health 
“twististics” [Sept. 1, P. 13]—it is 
quite obvious he is taking an atti- 
tude that is stupid. Any type of 
footwear that rings up another 
$1.99 in the ol’ register is accepta- 
bie. 

We are not wild-eyed, shout-it- 
from-the-rooftop evangelists to re- 
form all children to wearing ex- 
treme corrective type shoes. The 
trash that has been promoted just 
for the sake of adding volume to 
the cheap, don’t-give-a-damn shoe 
operation seems to appeal to cynics 
exemplified by Rossi. Hope you can 
keep him busy on something with 
which he is familiar. 

In the meantime, you have had 
some interesting articles dealing 
with the real problems confronting 
stores that are genuinely interested 
in keeping reasonably decent types 
of footwear on the children during 
their formative years. Please keep 
up this good work. 

Enjoy your magazine very much, 
but couldn’t help but take exception 
with such an article which tends to 
justify anything in the way of foot- 
wear for the children, but really 
offers nothing constructive but 
more of the same. 

L. 0. FIELD 
FIELD’S SHOES 
MARION, IND. 


P. S. Just what part of the in- 
dustry would conduct that scien- 
tifically conducted survey? 


Rossi’s reply 


Stupid I could be anytime. But 
blind I’m not. Can’t find a thing in 
that article where I suggest or 
imply that any old cheap shoe is 
good for kids. 

As to your P. S. comment, the 
industry would sponsor such a 
project. The survey itself would 
be conducted by qualified specialists 
—just as these things are done by 
so many other industries. 

Thanks, anyhow, for the unin- 
hibited ax-swinging. It keeps me 
agile at ducking when my neck 
sticks out. 
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Bravo for “‘twististics’”’ 


BRAVO! for your article in the 
September 1 BOOT AND SHOE RE- 
CORDER [P. 13] on Those Foot 
Health “Twististics.” Think your 
article should be required reading 
and digesting for every person in 
the shoe business. 

Lets ALL start combating the 
“defective foot” propaganda. 

Have read your publication for 
years and enjoy it very much. 

DOUG HANSON 
HANSON’S SHOES 
STOCKTON, CALIF. 


Those foot health “‘twististics’’ 


Those Foot Health “Twististics” 
published in the September Ist edi- 
tion of BOOT AND SHOE RECORDER 
[P. 13] was well worth reading. 
Having for 25 years practiced 
podiatry, ten of which were in the 
podopediatric field (juvenile feet) 
and having been in the juvenile 
shoe business for quite a number 
of years, it was somewhat easy for 
me to go along with you on prac- 
tically all you set forth in the ar- 
ticle. 

Aren’t we all indulging in the 
“practice” of a science in our voca- 
tional and family pursuits? Few 
have exact sciences to practice al- 
though many have exacting sci- 
ences. The titled doctor has an edge 
on us, however, as it was he who 
coined the word “practice.” 

These repeated statistics of “most 
children are born with perfect feet 
but 70 or 80 per cent of them have 
defective feet at age 12” increase 
considerably the practice of the doc- 
tor but merely confuse the prac- 
tice of a shoeman. 

Doctor approved shoes in con- 
struction and fitting and wordy sta- 
tistics have placed the shoeman on 
a merry-go-round and the pur- 
chaser of juvenile shoes in fear of a 
fatality just around the corner. If 
the doctor does not produce in ra- 
tio to the expectations of his pa- 
tients, he takes refuge in the fact 
that he is “practicing.” If the shoe- 
man doesn’t produce to the expecta- 
tions of his customer he is sued, 
referred to the Better Business Bu- 
reau or is the recipient of heated 
threats and potential violence. 

You state that this is a “sinful 
situation.” But is all this “sinful 
situation” a one-sided affair? Too 
many shoe store operators cater to 


the doctor rather than to the cus- 
tomer. We have become so accus- 
tomed to granting the possessor of 
a doctoral degree a fullsome knowl- 
edge of all subjects that it has be- 
come an easy matter for him to be 
the authority on feet, shoes, shoe 
laces, ships, cabbages, kings, etc. 

We have developed such an in- 
feriority complex on our position 
at the feet of mankind that we as- 
sume it to be our destined position 
to be pushed around by statistics, 
opinions, reports, publicity and 
Grandma who originated the the- 
ory that a properly fitted shoe had 
to be a thumb’s width longer. Un- 
fortunately Grandma never did 
quite clarify whose thumb was to 
be used. 

In our own juvenile shoe busi- 
ness (Ten Trippet Trained Fitters 
to Serve You) we do not advertise 
a “perfect fit.” There is no ‘“meas- 
urable standard” to be used on per- 
fection either. When we read a foot 
health article in Reader’s Digest, a 
Dear Abby column on feet and a 
statistical article by someone the- 
orizing that polio might be a dis- 
ease caused by improper shoes, we 
prepare ourselves for a parade of 
fear-stricken parents who are dis- 
turbed by that impending “fatality 
just around the corner.” 

Then too, the doctoral profession 
is fed back statistics that are com- 
piled with no “measurable stand- 
ards” by the shoe manufacturers, 
the shoe retailers and Grandma 
whose practical experience with 
children’s feet and shoes reposes in 
her a serene knowledge of her qual- 
ifications as an authority. 

Quoting from your fine article— 
“It’s high time that a_ stolid, 
long-abused industry rose on its 
haunches to expose this statistical 
fraud by taking its own scientifi- 
cally conducted survey and then 
publicizing the long-buried truths 
about the facts and figures on child 
foot health.” 

FLOYD E. TRIPPET, D.S.C. 
THE TRIPPETS 
TULSA, OKLA. 


More foot health articles wanted 


Bill Rossi makes a_ well-taken 
point when he mentions in his arti- 
cle, Those Foot Health “Twistis- 
tics” [Sept. 1, p. 13] that there are 

(CONTINUED ON PAGE 25) 
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adorable ‘‘Laurie”’ 
a three-part story in chic 
and colour excitement. 


#576 Fudge, the toe in black, the 
strap in tan. Crafted in any 
Hubschman fashion colour 

or combination... by 

Dori Shoe Co., Inc., 


\ 
\ 


FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 
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Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Miaftac, Automatic 
Leveling Machine a “‘natural’’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Mamas, Automatic Leveling Machine — 
Modei A. 





UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Walking, standing, running, bending down...comfort goes 

all the way in these shoes .. . the only thing that beats 
Wall-Streeter for comfort is going barefoot on a Persian rug... 
so put a price on comfort. 


WALL-STREETER Shoes 


FINE SHOES FOR MEN SINCE 1912 


WALL-STREETER SHOE COMPANY North Adams, Massachusetts 
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CANVAS 


CASUALS — 





CORDUROY 


A Tapered Toe — Women’s and 
misses sizes in a wide range 
of styles, colors and fabrics. 


Casuals — Shown here is the 
new Firefly. Five new and 
different casual styles available 
in the top colors of the season. 


Square Toes — The latest style, 
on the newest last — in corduroy 
or regular canvas — in newest 
fashion colors. 
New men’s Regis casual 
with new dress toe last. 

THE 


BQVLS— 


RUBBER co. 


Genera! Office and Factory, Rock Island, il! 
Branch Office end Werchouse, 330 Brocdwoy N.Y.,N.Y 


See the complete line of canvas — casuals — corduroy and waterproof at the 
Chicago Shoe Show — Sheraton-Blackstone Hotel — October 22-25, 1961 
N.S.F.A. — Hotel New Yorker — New Orleans Room — Lower Lobby — November 5-9, 1961 
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THE MUCH-ADMIRED SQUARE TOE takes its right- 
ful place in fashion's scheme this season. We 
show just three of more than 30 ‘‘In-Stock”’ 
numbers in the Viner Spring line . . . the fashion 


line in the popular price range. Write for latest 
catalog today! 


/ 
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$6.95 - $9.95 Retail young and gay footwear 


VINER BROS., INC., Bangor, Maine Shoe Craftsmen Since 1905 
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.... Thinking at random 


—‘Penetrate, Persuade, Propel’... these are the 
three P’s that spell more than alliteration. These 
three P’s are vital to sales success. W. A. Schroeder, 
executive vice-president of Best Foods, used the 
alliteration to emphasize: “We must have advertis- 
ing that will penetrate the busy consumer’s mind; 
persuade her of the merits of our brand; propel her to 
our section of the retail shelf.” 

—Everyone is concerned with increasing sales. 
Here’s Jack Corrigan’s recommendation. He’s presi- 
dent of the Executives Institute and says: “The 
most important approach is the development of bet- 
ter salesmen. Develop better salesmen and they, in 
turn, will develop your business. But remember, 
PROFIT is the result, MANAGEMENT is the cause. 
The profit results you will get will be in direct ratio 


to management’s ability to motivate within the sales- 
men their sources of power.” 

—What is the little spark that spells the difference 
between success and failure? Armand Gariepy, 
president of Sales Training International, says it is 
ATTITUDE not APTITUDE. He pointed out that 
“over-reliance on the results of aptitude testing 
stifles the imagination and dilutes the confidence. 
You can test a man, woman or child in any acquired 
knowledge, but you can’t test them for their will to 
do. You can’t test them for their innate abilities or 
their capacities for success. 

—‘‘Ninety per cent of our success in life is due 
entirely to attitude; but attitude must be explained. 
All people have the ability to succeed, but the 
majority of them never use it. 

—‘‘There’s no denying . .. a combination of im- 
proved attitudes and skills will beat the great bulk 
of salesmen who are just plodding along, telling a 


good story.” g. a-T. " Mo 
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6 REASONS WHY 
YOU WILL BE WAY 
AHEAD WITH 


i Y 
Ser”? 


the 


shoe 


PRICES 


Right down the middle of Volume Avenue: 
$8.95 to $11.95! 


PROFIT 


Competitive prices give you plenty of elbow 
rogm for sound, profitable mark-up. 


Style 


Casual styling in new and classic versions 
to appeal to all ages from 16 to 60... and 
that’s a BIG market! 


ADVERTISING 


Featured in Sports Illustrated and Sport 
Magazine with reprints available of Bristol 
tie-in with Football Schedule for Fall '61. 
Millions will get the message! 


merchandising 


Counter Cards, Plaques, Mailers and News- 
paper Mat Ads for all-important tie-in at the 
local level—and a new Display Unit. 


IN-STOCK SERVICE 


Quick delivery to let you operate with minimum 
stocks and maximum turnover! 


Write to: 


Bristol Division» VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 
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Style for particular girls, 
Quality for particular parents. . . 


Edwards shoe styling has long attracted little girls (and their 
Mothers). €dwards fashion designers make sure that there are 
a lot of styles for all youngsters to like in the new line. But styling 
is never put before quality. Parents can let their children help 
in selection because they know an Edwards shoe has the quality 
construction needed and authorized dealers are expert fitters which 
assures a good fit. That’s one of the reasons why a new Edwards 
buyer usually becomes a steady Edwards customer. 


THE SHOE FOR C*HILDREN 
// 


Philadelphia 7, Pa. 
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no measurable standards used when 
diagnosing foot ills among school 
children. However, what would Mr. 
Rossi suggest for measurable stand- 
ards? Mr. Rossi says “There is 
nothing to go by except the doctor’s 
eye and opinion.” In most patho- 
logical conditions of the body the 
doctor’s eye and opinion are the 
only factors in the making of a 
diagnosis and the drawing of con- 
clusions. 

I prevail upon Mr. Rossi to be 
more tolerant of the Journal of the 
American Podiatry Association. The 
articles published in that Journal, 
including the one cited on school 
foot examinations on 13,000 chil- 
dren in five cities, are published for 
the benefit of foot doctors in the 
treatment of the public. It does not 
intend to “falsify fact and produce 
fallacious figures.” Indeed, the 
Journal of the American Podiatry 
Association is one of the few or- 
gans for disseminating true foot 
health information. 

The BooT AND SHOE RECORDER 
ought to take a lesson from this 
and produce more foot health ar- 
ticles. 

MORTON H. WALKER, D.S.C. 
STAMFORD, CONN. 


Rossi replies 


The intolerant expression in my 
Foot Health Twististics piece was 
not toward the Journal or the Asso- 
ciation. It was, and is, an intoler- 
ance of unscientific method—or ab- 
sence of method—in the usual com- 
piling of foot health “statistics.” 

The RECORDER will publish more 
articles on foot health. But look 
inside your own glass house. Over 
the past five years less than two 
per cent of all editorial material 
used in the Journal of the Ameri- 
can Podiatry Association deals with 
shoes. Yet shoes continue to be the 
doctors’ favorite blame target for 
foot ills. So, like taxation without 
representation, this is condemna- 
tion without justification. 


The Negro market 


Rossi’s article on the booming 
Negro men’s shoe market was very 
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accurate and informative. I’d like 
to make some comments of my own, 
though, on the Negro shoe trade, 
since my father and I have been 
selling shoes to this market for the 
past 35 years. 

First, on styles. The Negro feels 
he is pioneer here in introducing 
and maintaining style trends. He 
has been a forerunner of the whites 
in adopting narrow-toed French 
and Italian styles. In color prefer- 
ences, he is even more black-con- 
scious than the whites; black shoes 
are a 10 to 1 favorite among Ne- 
groes, as against 3 to 1 among the 
whites. The Negro trade shows lit- 
tle interest in crepe-soled or moc 
casuals. 

Price. The popular price range is 
$10.00-$12.00 in the six stores we 
operate in Negro areas. I know 
there is a rising demand for 
higher-priced shoes by some Ne- 
groes. But we shoot for the mass 
market, and the above figure is the 
most appealing to this trade. 

Sales aid. By far the best sales 
aid to get a high share of the 
Negro market is a_ well-dressed 
window. It is our best means of 
advertising. We make a point of 
changing our windows each week, 
in readiness for Friday and Satur- 
day—the biggest shopping days. 
This is especially true of our 47th 
st. store in the heart of the Negro 
district. Our window displays there 
must be a standout, since we have 
21 competing stores within two 
blocks. 

Finally, let me add that a warm, 
intimate approach on the part of 
shoe salesmen is of even more im- 
portance in dealing with the Negro 
trade than it is among whites. Our 
salesmen greet most of our custom- 
ers by their first names, and never 
fail to preface this greeting with 
a cheery “hello there.” It’s a great 
ice-breaker. 

PAUL FEINSTEIN 
NATE’S SHOE STORES 
CHICAGO 


Congratulations 
Your “Cold Weather Casual’ fea- 
ture in August 1 BooT AND SHOE 
RECORDER [p. 35] was the most at- 
tractive, and informative article I 
have ever seen along this theme. 
You are to be congratulated on a 
(CONTINUED ON PAGE 72) 








F-0e. demonstration 
nets instant extra profits 


NEW! 


PAK-LITE* 


shoe trees 


Show your 

customers 

how obsolete 

wooden shoe 

trees have become 

— in 3 seconds! — with a 

Pak-Lite tree . . . Miller’s newest injec- 
tion moulded shoe tree for men. 


Here are the reasons... 
@ one-motion action 
@ automatic fit for length and width 
@ allows clean air circulation 
@ shoes stay fresher, last longer, fit 

better 

@ lighter weight 
@ fully guaranteed 
@ easier to pack for traveling 
Pak-Lite trees are easy to add to shoe 
sales, hot promotion items for gift- 
buyers. Important! Order in 8 exciting 
colors. Four tree sizes fit from size 
7C to 13E. Retail Price $3.95 
FULL STORE MARKUP WITH SPECIAL 
20¢ P.M. on every pair 


STOCK UP NOW! 
FROM YOUR DISTRIBUTOR OR WRITE: 


0. A. MILLER DIVISION 
iiler 


United Shoe Machinery Corporation 
j PLYMOUTH, New Hampshire 


Canada: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 


*Trademark 





fashions 


tC. 


shoes for women 


You're cordially invited to see the 
Florsheim display at the Shoe Fair, 
Room 752, Palmer House...stop in and 
learn why these shoes are making 


the biggest sales gains in our history. 


MAKERS OF FINE SHOES FOR MEN AND WOMEN 


THE FLORSHEIM SHOE COMPANY e« cuicaco 6, ILLINOIS « 
A DIVISION OF INTERNATIONAL SHOE COMPANY 
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FLORSHEIM 


CORDIALLY INVITES YOU 





TO OUR 
SHOWING 


OF 


FLORSHEIM MEN’S STYLES 


FOR SPRING AND SUMMER 1962 





ALL DURING 
THE SHOE FAIR 
ROOM 754 


PALMER HOUSE 


A warm welcome 

awaits all guests 

of the Shoe Fair 

at the home offices of the Florsheim Shoe Company... 


corner of Canal, Adams and Clinton Streets 


THE FLORSHEIM SHOE COMPANY «© Chicago 6 + makers of fine shoes for men and women 


A DIVISION OF INTERNATIONAL SHOE COMPANY 
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An insole cushion should be 
RESILIENT ... Flexelon is! 


Try this simple test. Flexelon is soft yet springy . . . provides Today's shoes require an insole that's flexible, light, and 
true insole comfort—not just ‘‘soft comfort’’ but ‘‘strong porous, too! Flexelon is. Let us prove it to you. 

comfort’’ underfoot. Now try the same test using your 

present insole material. The difference—Flexelon’s blend 

of soft foamed rubber and strong cellulose fiber actually 

supports the foot as it cushions—-keeps it from hitting 

bottom. This is the kind of firm resilience a modern insole (Arm st rong FLEX ELON 


needs for today’s lighter, more comfortable shoes. ... the newest idea in insole cushioning 


FLEXELON |S A TRADE-MARK OF ARMSTRONG CORK COMPANY 


For a FREE sample write Armstrong Cork Company, 7810 Delaware Avenue, Lancaster, Pa. 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


Dictatorship of female fashion 


I’ve been watching shoe fashion shows and presen- 
tations for some 20 years and double that number of 
seasons. I’ve come to my own conclusive verdict: 
Men’s and children’s shoes are the bastard children in 
a fashion world dictatorially dominated by women’s 
shoes. 

This is no blame to the women’s segment of the in- 
dustry. The objective of this branch is to gain as 
much of the total spotlight as possible. And a very 
thorough job it has made of it. So much so that we’ve 
become a matriarchal industry overwhelmingly ruled 
by female fashion. Meanwhile, like illegitimate off- 
spring permitted only squatter rights outside the main 
house, are the men’s and children’s branches of the 
industry. 

Let’s cite a typical example. At the recent National 
Shoe Fair in Miami Beach, a brilliant fashion show 
was presented. It was viewed by a vast standing- 
room-only audience. It was smartly presented, a good 
show, well done. 


The postscript 


But about 60 minutes of its 70-minute running time 
was devoted to women’s shoes. At the end, as a sort 
of act of necessary appeasement, about 10 minutes 
were divided among men’s and children’s shoe fash- 
ions. And even these lacked the dramatic visual im- 
pact given the women’s presentations. Most shoe fash- 
ion shows are in this same proportion. 

Now we all know, of course, that women’s shoe 
fashions deserve a greater share of attention. 

But let’s look at some other facts that have been 
submerged beneath all the seasonal emotionalism of 
fashion. Women’s shoes account for about 47 per cent 
of the total shoe business. Almost all of the remainder 
is accounted for by men’s and children’s shoes. But, 
to watch fashion shows, nobody would ever know it. 
The unbalance, as indicated by fashion shows (as well 
as just about all other aspects of seasonal fashion 
trumpeting), is far out of proportion to reality. This 
certainly doesn’t suggest that there be an equal divi- 
sion of trend talk and fashion attention given to 
women’s, men’s and children’s shoes. But it does sug- 
gest the need for a more realistic balance. 

However, there can be no hope of bringing about 
this balance until two things are done: (1) the men’s 
and children’s branches force their way out of this 
matriarchal enslavement and demand their rightful 
place in the fashion sun; (2) the men’s and children’s 
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branches do much more to establish a more dramatic 
fashion image around their products. 

In short, a very large part of this situation is the 
fault of the men’s and children’s branches, themselves. - 

There is an irony to all this. The men’s shoe indus- 
try is in greatest need of promotional effort and spot- 
light. And yet, from a fashion-promotion standpoint, 
it has been made to ride like a tight-lipped orphan in 
the back seat. It can expect to remain there until it 
develops an aura of excitement around its product to 
warrant front-seat status. You’ve only to observe the 
year-in-and-out sameness about the styles, about the 
basic fashion and functional concepts, to see why more 
of the fashion spotlight doesn’t beam on them. The 
mere trend movement of browns from medium to dark, 
or wing-tips from large to small, or a toe from point 
to semi-point, or a pattern from two-eyelet to four- 
eyelet, is no motivation for any particular fashion ex- 
citement. 

As to juvenile shoe business, it can count its bless- 
ings of growing feet and hard shoe wear for most of 
its turnover. Fashion has earned no leading-lady role 
in this branch, either. 

There are some notable exceptions in both the men’s 
and children’s branches. But these apply to a minority 
of individual companies, and not to the branches as a 
whole. However, relatively small as is the fashion role 
in these branches, it even now deserves more fashion- 
focus attention than it is now receiving. Both have 
succumbed to the mother hen, the women’s branch, 
which has brushed the little chicks into the corner 
while she struts in the middle of the fashion barn- 
yard. It’s time the chicks increased their vitamin 
dosage to hasten their growth to hen or rooster size 
and assume their rightful place in the hennery. 


It’s no strength 


We’re told that women now control most of the na- 
tion’s wealth; that women now run most of the family 
finances—and most of the men, as well. If this is be- 
coming a matriarchal society, it’s not because women 
are getting smarter but men dumber—and the kids are 
kept clouted into their disciplined position of submis- 
sion. 

The same pattern is evidently in operation here in 
shoe business. All I know is what history tells us: 
that every matriarchal society—whether tribe or na- 
tion—has been a symbol not of women’s strength but 
of men’s weakness. 





another reason 


MIRACLE TREAD retailers 


are getting the volume 
AND the profit in the 
big 10.99—%12.99 market! 


The way to your stockroom, too, will become 
the busiest thoroughfare in town— 

with Miracle Tread, fastest 

growing middle-of-the-road line in America! 


“Mint” illustrated here is a good example. With “take me home’”’ looks in 
popular mid to low heels, and fit that makes her glad she did, you get 
same-day in-stock service to prevent walkouts, rev up turnover .. . 

plus co-op advertising, and full 5% discount on all orders—including reorders! 


Money making is a Miracle Tread specialty. The Miracle Tread people have 
the retail point of view! Invest a postage stamp and get the facts—today! 


Wracl, Fread. 


Another Conslant-Junnover product of Craddock-Terry, Lynchburg, Va. 
N. Y. Sales Office, 112 W. 34th St. 
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“Square toes are not going to be 
the answer in dress shoes, espe- 
cially high heels,” says H. SPEC- 
TOR, manager of the Imperial Shoe 
Salon in Beaumont, Texas. “They’re 
great in fine flats and casuals and 
have been selling quite well. 
“We’re looking for more dress up 
this fall and winter season; and 
clothes-conscious women will find it 
necessary to buy more dress shoes 
for every need. I feel this fall will 
be one of the best in many years. 
“People seem to be in better spirits 
now than in the past two years. 
They’re starting to spend again and 
this should have a definite effect on 
business. Employment, which be- 
gan to pick up this past summer, is 
seemingly carrying on through the 
fall and stores that have had a let- 
down the past six months will have 
an opportunity to catch up on vol- 


ume.” 
* * * 


Exposure . . . and more exposure 


“Various shapes of clothes require 
more than one look in shoes, type 
of heel, silhouette,” says CON- 
STANCE BRUCE, fashion coordi- 
nator of J. Miller & Sons Co., New 
York. “The time, place, occasion 
are becoming more defined in a 
woman’s mind and the well-dressed 
woman has had diversification in 
every area of her wardrobe except 
in shoes. 

“Today’s well-dressed woman now 
knows that the boundaries of fash- 
ion have expanded. She wants to 
express her individuality. She has 
learned that her choice of shoes, 
hosiery, accessories are distinctly a 
part of her total look and change 
with the time of day, the place she 
is going and the occasion for which 
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she is wearing them. To go with 
this, she has learned to accept the 
pointed toe, the square, the crescent 
... and expects to find them in her 
local store. “Basically, women are 
women the world over . . . no dif- 
ferent approach geographically for 
retailers. Just exposure, exposure 
and more exposure through daring, 
exciting presentation of fashion be- 


“Shoes, more than any other factor, 
are the signature of a woman’s 
elegance,” says ROGER VIVIER 
of Paris, winner of the 1961 Nei- 
man-Marcus Award for his crea- 
tion of this season’s radical new 
square toes and lower heels. “A 
well-shod, elegant woman must be 
confident and not afraid to show 
her feet, even if they are large,” he 
says. “Shoes that are too tight or 
too small are a great error. Instead, 
they should be light, supple and 
comfortable.” 

Roger Vivier has been creating 
fashion revolutions since he was 
ten years old. At that age he de- 
signed a pair of open two-button 
strap shoes for a friend of his fam- 
ily. The friend had the design 
executed by a bottier and caused an 
immediate uproar when she ap- 
peared on the streets of Paris wear- 
ing the shoes ... in an era of high 
laced oxfords! 


* * * 


“Pumps may be very fashionable,” 
says LESTER ROSEN, store super- 
visor for Vogue Shoes in Houston, 
“but when a woman comes into 


Vogue, she is not limited to choice. 
She can choose from a wide variety 
of styles: pointed toes, clipped toes, 
closed toe-open backs, even spring- 
o-laters and slings.” 
As for the business outlook... . 
“We have a very good feeling.” 

* * * 
What is a “Slim” boy; what is a 
“Robust” one? The Commodity 
Standards Div. of the U. S. Dept. 
of Commerce recently made a spe- 
cial study of the “outsize” classi- 
fications and came up with these 
standard definitions in terms of 
body measurements. Height is uni- 
form for all classifications, but 
weight is the controlling factor. 
A boy 58 inches tall is a “Size 12.” 
If he weighs 77 pounds, he is a 


“Slim 12”; if he weighs about 107 
pounds, he is a “Robust 12.” Chest 
girth and waist girth are used as 
supplemental guides. 

* * * 
Pidgin English 
Fashion with relish . . . that’s the 
reaction we got in the translations 
of the men’s and women’s fashion 
illustrations in the Italian publi- 
cation: URIC. “For men’s wear 
summer fashion prefers punched 
patterns nice to look at. Line toes 
is round and makes shees very 
comfortable. A new particulars 
are thick sews. All these orna- 
ments confers to the shoes an 
English look, 
“In men’s wear are nice the pat- 
terns punched a big holes, and the 
light embroidery in contrast with 
dark and opaque leathers. 





—/ 


™ need to build fire under young men’s sales? 
ox<2@ 














you need 


BOB SMART. 


Hottest line going for red-blooded Americans with 
young ideas! BIG market at $8.99-$10.99! 


PROFITABLE turnover, and how! Same-day in- 
stock service—you get Bob Smart's regular discount on 
reorders too! PLUS co-op advertising to reach this big 
action-minded tribe at half the cost! 


Chief, if you’re looking for bucks with the bucks, better 
look at BOB SMART—now! 


oN 


J 


a 


Another Conslanl Jamnover product of Craddock-Terry, Lynchburg, Va.—N. Y. Sales Office, 112 W. 34th St. 
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Our customers are fashion 


“If it is here, it is right.” 

That’s the enviable image that 

Joseph’s Shoe Salon has 

achieved in the minds of its 

customers. “They are probably 

the most fashion - conscious 

women,” says Z. Albert Joseph, 

president. “They have assur- 

ance, reliance and knowledge 

of fashion, which they translate 

Z. ALBERT JOSEPH into the shoes they purchase in 

our shops. And we are happy in that acknowledg- 
ment.” 

This is not a current projection. It’s the basic idea 
upon which the two brothers, Irving and Z. Albert 
Joseph, built their business 35 years ago. At that 
time, they started with the revolutionary retailing 
concept of the SALON type of shop... living room 
atmosphere, beatuiful appointments, concealed dis- 
plays, elegant decor. They had the conviction, way 
back then, that high fashion, quality shoes deserve a 
fine setting; and they have never deviated from it. 
Their first shop was in Evanston, Ill. (in 1927) and 
they have progressed, in good years and lean, to the 
present aggregation: six shops in Chicago and 
suburbs; one in Beverly Hills, Calif., where Irving 
Joseph, Chairman of the Board, resides and presides; 
and franchise operations in Las Vegas and Long 
Beach, Calif. 

Success like this doesn’t just happen. It is the 
result of many things. On the one hand, there is the 
quality merchandise, understanding the customers’ 
wants, giving maximum service. On the other, is the 
good communications and rapport with employees 
and resources. 

“Our customers have reacted very positively to the 
idea that they are fashion,” says Al. “Their choice 
governs what they buy. Therefore, we believe in and 
are selling variety ...a wardrobe of shoes. There is 
not one thing that is right and everything else, 
wrong! We think that change is good. That is why we 
are bullish about square toes ... from flats to 23/8. 
However, the triple needle (or whatever you call it) 
is very much a part of our fashion shoes in the high 
heel category. 

“Maintaining fashion leadership is a terrific and 
constant challenge. We never lose sight of that fact 
and we are always on the lookout for exciting, beauti- 
ful shoes. Our resources recognize that and we work 
closely with them in designing, creating and trans- 
lating fashion ideas into shoes that we feel our custo- 
mers will like.” 

Trips to Europe are rotated among principals and 
buyers, so that someone is always going “over there” 
every six months, for fashion inspiration and source 
material. Five and a half years ago, Al Joseph took 
a trip around the world. He brought back many 
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unusual things, especially from the Orient, that 
caused a furore. This was the basis of the Boutique 
Shop in each one of the Joseph Salons. “It’s more 
like walking through a little museum,” says Al, 
“where you will find items you would never associate 
with shoes . . . such as vases, objets d’art, saris, 
everything. It has become a fun thing and has 
gained in proportion and volume.” 

That is how the picture unfolds. First, the props: 
name merchandise—Herbert Levine, Erica, Martini- 
que, Barefoot Originals, as well as their own brand 
name, Diminuets. The salon setting. Next comes the 
spark ... the flash that sets it off. Without the 
efficient, understanding, cooperative employees, it 
would indeed be a blurred picture. “We have a good 
organization,” says Al, “one where every one of our 
110 employees contributes to the success of our 
business. They also share in the profits. For the 
past twenty-six years, we have had a ‘plan’ for our 
people, whereby 10 to 12 per cent of our profits have 
gone into these policies. It hasn’t hurt us a bit. On 
the contrary. It has helped to establish a closer, all- 
around feeling. There is opportunity and incentive 
for all of our people. Managers start at the fitting 
stool and move upwards, steadily. Victor Markin is a 
good example. Fifteen years ago, he started as a 
salesman at the fitting stool. Today, he is our 
women’s shoe buyer and doing an outstanding job.” 

Al Joseph has always concentrated his efforts. He 
has been vitally interested in two projects ... the 
shoe industry and the Adult Education Council. 
Education, whether it be in the arts, sciences, design, 
is one of Al’s major concerns, especially its applica- 
tion in the shoe industry. “If our industry is to 
survive,” he says, “we all need to work at it more 
diligently. We must attract ycung people who have 
creative and design abilities, even if it means sub- 
sidizing students and furthering their education in 
shoe design. And eventually giving them a chance 
to earn their living in our industry. I have known 
many young people who have gone into other indus- 
tries (especially the dress industry) to make their 
living, although their interests were in shoe design. 

“But I think we are making some progress. The 
National Shoe Institute, representing the five as- 
sociations in the industry, is our key to getting all 
of them concerned with this project.” 

His enthusiasm and verve for living are all-per- 
vasive. They encompass his work and his family. 
Mrs. Joseph, who was a ballet dancer and teacher 
before she married Al, keeps up her interest in “the 
dance.” There is a ballet bar in the recreation room 
of their home, where she is already beginning to put 
Diana Jill, their three year old daughter, through 
her pas de deux. John Allen, who is one year old, is 
still a bit too young for that. “It’s all great fun,” 
says Al. “Makes life worth living!” 










































































































































































RED CARPET 


construction 


Desco is proud to have originated, pioneered and b developed the amazing Red Carpet construction. 
of bringing comfort to women and profit to stores 


is the fact that the list of fine stores featuring D } S( () Red Carpet Shoes reads like a Shoe Retailers’ 


“Who's Who.” Now Desco creates several new and important improvements to the exclusive Red Carpet construction 


The proof of the great success of this new method 


—all of them so well received at the Miami Beach show. See them during the New York show in our sales salon at 
209 West 33rd Street (just around the corner from every “shoe” hotel). “LET'S GO WITH DESCO!”—the buy-words for 
those who build volume, profits and customers goodwill! Chicago Show, Palmer House, Room 883-885, Oct. 22-25. 


*Pat. app. for. 
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Join the thousands who have switched 
Why have they switched? Because... 
advance in shoe history! Priced to sell 
traffic! And “Living Leather’ is backed by 
chandising campaign! “Living Leather’ 








it’s a big planned promotion program 


Ordinary leather shoes scuff, scrape, 
stain, strain, bend, buckle, stretch, 
unstitch, grow old before their time! 





to shoes of amazing new‘ Living Leather’ 
“Living Leather’ is the biggest product 
with full profit margins! It builds store 
a gigantic consumer advertising and mer 
shoes, outsell, out-perform, all others! 


- designed to sell your customers... 


“Living Leather” shoes stay newer 
looking 500% longer! Living Leather 
' jis natural leather, it “breathes”! 
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Big Salesman No.1: Steve Allen on TV! 


Back on TV! Wednesday nights! 
(7:30-8:30 E.S.T.) ABC-network 
TV! 30,000,000 viewers love 
Steve, laugh with Steve, believe 
what he tells them, believe what 
he sells them. He’ll be selling 
them shoes of “Living Leather’’! 
(1) Steve will make the dramatic 


Living Leather torture tests on 
live television! (2) Steve will try 
to scuff, stain, stretch, scratch 
samples of Living Leather and 
samples of ordinary leather... 
guess which one will stay newer 
looking 500% longer! (3) Steve 
and his cast will reach into more 


than 150 major markets with the 
story and demonstrations of 
amazing new Living Leather... 
and all through spring, Steve 
Allen will be presenting and pro- 
moting shoes for men, women 
children! Steve will be selling 
your customers in your market! 
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Why not get the complete 
Living Leather— Steve Allen story! 
Send this card today! 


JOIN WITH STEVE ALLEN AND PROFIT 


Pleasesend me the newspring Living Leather 
package -—I have shoes in Living Leather 
Please have an Endicott Johnson represent- 
ative contact me! I am specifically inter- 
ested in shoes for Men_) Women Children) 


Name 
Store Name 
Address 


City 





Why not get the complete 
Living Leather— Steve Alien story! 
Send this card today! 


WiLt BE PAID BUSINESS REPLY CARD _ [[rostace srame 


oy NECESSARY 
. First Class Permit No. 7, Endicott, N. Y. 1F MAILED IN THE 
ADDRESSEE ; UNITED STATES 


Steve Allen 
Endicott Johnson Corporation 
Endicott, New York 





Big Salesman No. 


(and its 15,000,000 readers) 
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2: Life Magazine! 
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LIVING LEATHER 





Boot and Shoe Recorder 





“FET ARE HARD ON SHOES! 
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\\ 
ENDICOTT 
SOUNSON, 


EXCLUSIVE 
LIVING LEATHER 








..plusa 


powertul 
proven 
promotion 
program! 


Powerful newspaper mats— 
(Stage 1—Shock ’em, Stage 2— 
Compare ’em, Stage 3—Sell’em 
shoes for the entire family)! 
(a) 
Dramatic Steve Allen “Change 
Tests” for his millions of viewers 
to join with him in making the 
“Living Leather Torture Test”! 
(b) 
Exciting Steve Allen window 
streamers and t c-pulling 
blow-ups featuring both “Living 
Steve” and “Living Leather”! 
(c) 
Colorful Steve Alien counter con- 
vincers to hand out to your cus- 
tomers. Telis the Living Leather 





| story in words and pictures! 


(d) 
Plus... fitting stool si pen- 
nants, buttons, publici re- 
leases and radio scripts; all fea- 
turing the“Living Leather” story! 





Read what’s being said across 
America about“Living Leather” shoes: 


@ “I never found it so easy to 
sell a pair of shoes.” 

@ “When I demonstrate Living 
Leather, mothers are convinced 
that they are buying the best 
shoe on the market.” 

@ “The Change Test ‘proves’ be- 
yond a doubt that Living Leather 
is superior to any other leather 
on the market.” 

@ “For the first time local news- 


“Living (Formula X-500) Leat! 


paper picked up my publicity re- 
lease.” 

@ “Used up five ‘Change Tests’ 
in two weeks. Need more. This 
is the first real sales aid | have 
ever received from a shoe com- 
pany.” 

@ “Living Leather gave me the 
most successful ‘Back-to- 
School’ promotion | have ever 
had. Keep this kind of great stuff 


coming our way.” 

@ “Saw the Life ad- bought ten 
extra copies for strategic place- 
ment around the store...results 
were immediate.” 

These are just a few of the let- 
ters and comments pouring in. 
So don’t delay! Join the thou- 
sands who have switched to 
Living (Formula X-500) Leather 
and profit by your switch. 


an exclusive product of the Endicott Johnson Corporation, Endicott, New York. 
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by GERVASE BUTLER, men’s editor 


Entente cordiale . . . 


men’s fashion shoe imports 


There’s nothing like a quick tour of the non-domestic to 
bring fashion into focus on the American foot. All good 
recipes for a dish of any stature include a tip to “correct the 
seasoning” along the route to perfection. So let us now cor- 
rect the seasoning to arrive at the proper mixture of Euro- 
pean and American in men’s shoe assortments for spring. 

At Bally there is an across the board feeling of lightness 
in cement construction, combined with custom smoked, burn- 
ished treatments in leathers. A moderate taper predominates 
in toes. For decoration, a wide variety of stitching is used, 
solo or combined for contrast. Examples: Faido is an unlined 
two eyelet sports shoe with stitched band overlay. A triple 
stitched plug echoes a squared, narrowed toe in Cambridge. 
Cavour, in Barrett’s Llama calf, is styled with four rows of 
stitching to define a recessed quarter. Cavaliere, an evening 
slipon, combines a patent forepart and an elasticized faille 
quarter and counter. 

At Fuchs Bros. heske is the word for bati! One new idea 
is soft casuals in unborn calf. Many very decorative treat- 
ments appear on this firm’s Carlo (molded) construction. A 
novel styling on two high, V-throat slipons is a handsome 
combination of smooth and grained leathers. The Battistini 
label is featured on a side-laced slipon. A standout ghillie is 
built on the Carlo sole. Equally handsome is an all-in-one- 
piece slipon in a new shade of brown with inner gore. 


French touch 


For the French touch, patent is an eyeful at George Maret. 
Green in a slipon, bronze in a five eyelet tie. Outstanding 
design is a true moccasin in heavy grain, its squared toe and 
heel achieved in one-piece construction. ‘Soleil’? comes in 
colors and white, with nylon mesh inset on some. Plenty of 
fashion news in a golden calf wing tip with medium toe and 
a one-piece five eyelet with medallion perforations. 

Trans World offers superbly braided designs from Spain 
in summer-minded eyelets and as decorative insets. Here 
a good many shoes have folded edge treatment. Toes show 
moderate tapers. Toplines have a new look, for instance in a 
covered buckle half boot with straight top. Unlined glove 
casuals in pale tones reflect Italy. The British Dolcis label ap- 
pears on a good looking tie, dark gray with lining in red. 

Clark’s of England has a runaway in black, new in this 
firm’s Chupplee. Big news is another color, high brass, in 
brushed leather. This is shown in Desert stylings of its Pad- 
dock, Khan and Boot, all newly close trimmed, with new nar- 
rowed last and micro sole. Ready to orbit, a side lace. 
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The Jarman 


Snug-A-Matic 


is an automatic 


MONEY MAKER 


for Jarman dealers 


455090 — 

Liama calf, leather 
sole, rubber 

heel. To retail 

ot $19.95 

(slightly higher 

in the West). 


SHOES FOR MEN 


$10.95 to $19.95 most styles 


JARMAN SHOE COMPANY 
NASHVILLE 3, TENNESSEE 


A Division of GENESCO @, 





White Shoe Dressing 
FREE 


with each pair of 








FOR CAREER WOMEN IN UNIFORM 


You get the polish free — 
you offer it to your 
customers and build 
more duty shoe volume. 


SUGARFOOT 


Many Other 


les Availabl 
SWEETHEART Styles Available 


This offer applies to every pair of Kareers by Kickerinos shipped to you during 

December, 1961 and January, 1962. Minimum order 24 pairs. Orders may be 
booked prior to December 1. 

@ Promotion to your customers starts December 27, and continues until February 10, 1962. 
@ You get your free polish and everything you need to promote this special offer 

to the consumer. You get window streamers, counter cards, package stuffers, radio 

copy — everything you want to sell new Kareers by Kickerinos more effectively! 

@ Ask your Kickerinos salesmen about this special offer now — or order, write, 

or call Kickerinos direct. 


KAREERS by KICKERINOS 


are made by Kickerinos Division of the Hampton Corporation 
1300 W. Fond du Lac Avenue, Milwaukee 5, Wisconsin 
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by EVELYN SCHLESS, women’s editor 


She wouldn’t be caught dead 
in last year’s hair... 


She wouldn’t be caught dead in last year’s hair... or last 
year’s hat, if she wears one. Whether she wears a pretty hat 
or none with her newly tinted, newly styled hair, she is 
spending lots of money. She is spending because she is sure 
that she will look smarter, younger and prettier. 

She loves to have her hairdresser or a millinery saleswoman 
flatter her, tell her how well she looks and how much better 
she will look after she has shelled out whatever the price tag 
dictates. She likes the atmosphere of the place, the mirrors, 
the soft light and the feminine color scheme. She feels 
pampered and she’ll pay for that happily. It is fun, it builds 
up her ego. 

Not once does she think in terms of necessity. And, prosper- 
ously, the makers and sellers of cosmetics and dresses are 
in on the act, building planned obsolescence into their product. 
Not for her, last year’s pale lipstick or last year’s pink suit. 
On to coral lipsticks and the taupe suit. 


No convincing 

But does she buy new shoes to wear with her new every- 
things? Often not. She doesn’t feel that anything is wrong 
with last season’s ... they are well preserved and they fit. 
And besides—no one has convinced her that last season’s 
colors and shapes are not the thing to wear. 

And furthermore, shopping for shoes isn’t like going to 
the milliner’s or the hairdresser’s Her shoe salesman does 
NOT flatter her. She does NOT get that wonderful pampered 
feeling. She is NOT told what these shoes do for her .. . and 


what she does for them! 


Over there, too 

If it is any consolation, this problem . . 
these days... is international. 

The trade publication, British Shoe Retailer, sent a re- 
porter to uncover how women really feel about shopping for 
shoes. This was his conclusion: ‘““Admittedly the shoe indus- 
try is selling more shoes, but if its share of the public purse 
is to be made secure and indeed enlarged, shopping for shoes 
must be made as exciting as shopping for a new hat. At the 
moment, my research indicates that it is not... the joy and 
thrill of shoe shopping is missing in a large section of the 
public, but it can be restored if sufficient effort is made. The 
whole future of the industry rests in the hands of the person 
sitting at the fitting stool. All of the efforts of research, 
machinery and component manufacturers, shoe manufac- 
turers, designers, old uncle Tom Cobley and all are of no 
avail until that person on the shop floor has sent his customer 
away happy and contented with her purchase!” 


. like so many 


yi 
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You're invited to a profit party with 
this festive new fashion. In “Party”, 
nylon lace mesh meets black peau 
de soie—a gala touch for your win- 
dows. Note the popular round 
throat. You'll sell it for holiday and 
cruise wear, and right on through 
Spring. In the high heel illustrated 
and in mid heel “‘Petal’’. 


DIVISION OF MUTUAL SHOE SALES COMPANY 
105 McGREGOR STREET / MANCHESTER, N.H. 





BIGGER... BETTER... STRONGER THAN EVER... 


S fj er Sere, 
SHOES ttthedtiaes : 


...STILL AT THE BIG-SELLING NEW? 
MASS MARKET PRICE RANGE 


SEE THEM AT THE 
NATIONAL SHOE FAIRS 


—-ROOM 876G — Paimer House 
CHICAGO 


— and at regional shows 
STEP MASTER SHOES INC. ‘SIS 


GREENUP, ILLINOIS 
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by ESTELLE G. ANDERSON children’s editor 


spring... sine 1962. 


In girl’s apparel for spring ’62, indications are that the 
1904-1911 look, brought up to date, will be important. This 
will be translated into little pinafores, nautical fashions .. . 
long-waisted sailor dresses, with emphasis on the middy 
blouse effect. Pleated skirts, kilts and kilt fashions are also 
in the style trends. Sailor hats, the straw kind with long 
ribbon streamers, will probably be revived too. 

What about the shoes to go with these styles? Back in the 
early 1900’s, the most popular shoe for those fashions was 
a two or three button, scalloped edge fastening shoe with a 
cloth or soft kid upper . . . that looked like the spats that the 
men wore at that time. 

Circa 1962 shoes to go with the apparel: The ankle strap 
Mary Jane or Alice-in-Wonderland version, the spat types and 
the bals. Black patent leather will be the ever-popular favor- 
ite but white and colored patent will cut in somewhat. 

Speaking of colors ... many of the prints and plaids that 
are being used for spring clothes have a pale, off-white base 
rather than the stark white of the past. This may be an 
opportunity for the pale, pale neutral, the off-white rather 
than the “‘white’”’ white. Another color family that seems to 
be getting a good deal of interest, either as the novelty color 
or as an accent for other colors, is the whole range from 
palest peach to apricot and the deeper kumquat. 


Go to a child 

Since the inception of this column, we have previewed, re- 
ported, predicted and ventured opinions on children’s shoe 
fashions. On occasion, we have quoted authorities. Suddenly, 
we realize there has been one glaring omission . . . no direct 
voice from a young customer. It has been said: “If you want 
the truth, go to a child.” We did just that. Meet our guest 
columnist... 

“I am a 10-year-old girl. I live and go to school in New 
York. I go to the country on weekends and for the summer. 
I like plain shoes, but not brown oxfords. I like loafers for 
school. I don’t like fancy party shoes or pumps. I like capisios. 
I like sneakers best of all. I love slip-ons. One of the reasons 
is because their grownup, but that’s why I am not allowed to 
wear them. I like pointed toe, but not too pointed. I like 
gillies and things like that, as a matter of fact I like most 
shoes that you don’t have to lace and tie. I like bernardo 
sandals very much, my favorites are thongs. They’re pretty 
and they’re easy to put on. My favorite colors in shoes are 
red and blue and dark beige oxfords are nice. I think red 
sneakers are fine up to age eight but for older children I like 
loden green, blue and white.” 

(Ed. note: The “far out” spelling is due to the vacation 
hiatus. Columnist’s name on request. Who says children 
aren’t brand-name-conscious ?) 


* 
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mass market 
price 
is your 


#1 salesman 


Because of today’s 
high cost of living, ana 
because children's 
feet grow so fast 
your juvenile shoe 
customers are more 
budget-conscious 
than ever— and 

Step- Master’s 
mass-market price 
fits more pocket-books 
than any other 

price range. 


SHOES, Inc. 
GREENUP, ILLINOIS 
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IN STOCK N6-10 M4%%-10 


Black furred, deep collar on 
Cherry Red or Black all-weather 
NyloVel. Full fleece lining. 
Ridged rubber sole. 

$22.95 retail. 


This is the tag to insist 
on for complete customer satisfaction! 


IRRESISTIBLY FASHIONED IN 


Nyto VEL 


THE ORIGINAL 100% NYLON VELVET 




















48 West 38th Street, New York 18, N. Y. 


MILLS: U.S.A., France, England, Italy, Canada, Mexico, Brazil and Argentina. 
SALES AGENTS: SHAIN & CO. Boston MANSKE & CO. St. Louis 
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by GERALDINE EPP, teenage editor 


Open 
sesame 


Opened-up detailing . . . a fabulous variety of hand- 
sewn mocs ... the swatchbook effect of multi-colored shoes 
... the use of colored reptiles .. . the “little girl” look of 
strapped shell pumps on crescent lasts . . . these are high- 
lights from the spring opening of teen lines at Miami Beach. 

Advance talk about open shoes more than lived up to 
expectations. While most offerings did incorporate closed 
toes, there was no mistaking their warm-weather character. 
Large portholes and petal cutouts marked vamps. Shanks 
were bared (for example, DEB’s two-color flat with an 
elasticized strap and button of contrasting white). Other 


shanks featured side vents or lattice work. Sling-backs 
of varying degrees abounded. And then, as predicted, 
there were many open-toe sandals... broadly strapped and 
buckled. 

One could not be prepared for the variations on the 
moccasin and loafer theme: open shanks, sling-backs, T 
straps and even ankle straps... all maintaining the genu- 
ine handsewn look. More traditional styles gained excite- 
ment via the use of patent leather. The trend for black 
patent has extended to white and red patent. 

Because of price, reptiles were not expected to be impor- 
tant in teen lines. However, this was not the case. Tie 
oxfords detailed all-over in brilliantly colored cobras and 
macassars were greeted with enthusiasm . .. many colored 
patents were trimmed in reptiles. For example, the tips and 
foxes of spectators ... straps on shell pumps. 

An attempt to regain sales lost to sneakers was noted in 
some lines. Extremely lightweight ties that followed 
sneaker styling were shown in doeskin, water-repellent 
poplin and nubby linen. Most featured leather collars and 
white soles . .. some had the welt grooved like the sole to 
give a molded effect. 

And everywhere new colors overpowered basics . . . red 
proving very strong, bright blue creating interest... green, 
coral and turquoise very important. Creamy coffee and 
honey tones will be volume. 


4 and for 
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EYE and BUY APPEAL 
_{s Ringing Cash Registers 


EXCLUSIVE 
FRANCHISES 
AVAILABLE 


“for GLOV-ETT NURSES SHOES 
© as ADVERTISED in AMERICAN JOURNAL of NURSING 
. ... See Oct. 1 issue 


You can 
aaae 
the heavenly : 
DIFFERENCE i) 
in comfort 
the minute 
you step 
into them 


CE SHOES 
“A iN WHITE AND POPULAR COLORS 


Cooperative newspaper 
and direct mail advertising 


suet | FULL MARGIN... 
NO OFF SALES 


Ring your cash 
register with 
an exclusive 
Glov-Ett 
franchise! 


DODSON-FISHER 


SHOE MANUFACTURING CO 





CATS PAM 


For samples write: Cat's Paw Rubber Company, Incorporated, Baltimore 30, Maryland ¢ In Canada: Cat's Paw-Holtite Rubber Company, Limited, Drummondville, Quebec 
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PATTERN PORTRAIT 


Suave and supple 


by GERVASE BUTLER 


Design dynamics are just as dramatic on the ground as in the air. Note here 
the downsweep from the high point of the tongue to the low riding Guantone stitch 
which defines the slim shape of the toe. High topline styling is accented by piping 
continued on the lace stay with its hand whipped base detail. Soft construction 
is echoed in Lawrence’s elegant new lustrous Surf calf. The shoes, Stetson. 
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BRASILIA 
Unmatched for 
elegance 
and softness. 

Original — 
aniline colors. 


"THE WHITEST WHITES” 


in CALF, KID, SUEDE , CABRETTA 


LEVOR 
LEATHERS 
CONSIDERABLY INCREASE THE 


FASHIONATION 


OF RESORT AND CRUISE SHOES 


G. LEVOR & CO., INC. TANNERS SINCE 1876 GLOVERSVILLE, N.Y. 
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THE 
MERCHANDISING 
CONCEPT OF FASHION 
IN FOOTWEAR 


@ The most beautiful girl in the world remains an 
incomplete and unfulfilled personality until marriage 
and motherhood. 

This may be applied to footwear: The most beautiful 
shoe in the world is something inert until bought and 
worn. 

Fashion in footwear is far more than creative de- 
sign. It is design with an end purpose: to inspire 
purchase. Design is only the halfway mark. Mer- 
chandising completes and fulfills the journey. It sums 
up to the merchants’ axiom: Nothing happens until 
somebody sells something. 

Merchandising fashion in footwear extends beyond 
sheer merchandising of footwear. It’s a different kind 
of selling. It requires the selling of a product plus an 
idea, a concept. For fashion is never a product—no 
more than beauty. It’s a concept, a state of mind. 

So, shoes are the product. But fashion, incorporated 
in the shoe, is an idea. Thus, the merchandising of 
fashion in footwear boils down to the selling of an 
idea. A creative idea. The canvas and oils and frame 
of a painting are tangibles amounting to only a few 
dollars. But the creative art of the artist vastly mag- 
nifies the value of the painting. This art is the “idea” 
or concept. 

The objective, then, is to make the “idea” of fashion 
come alive—to convert something intangible into some- 
thing very real and meaningful for the consumer. This 
can be done in many ways: through displays, through 
advertising, promotion, publicity, in-store presenta- 
tion by salespeople, fashion counseling, etc. 

A fashion shoe store is operated differently than a 
regular shoe store; or, the fashion departments of any 
shoe store function differently than other shoe depart- 
ments. 

Some people buy shoes primarily for fit; others for 
comfort, or for wear value, or for special utility pur- 
pose. Consumers’ primary interests and demands are 
different, and hence so is the selling and merchandis- 
ing and servicing of the product. 

But: when a person buys primarily for fashion, the 
merchandising approach must be different. Whoever 
heard of a millinery salesperson telling a lady that a 
hat was durable and would give long wear? And so in 
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merchandising footwear fashion, the total emphasis 
must be on fashion features and appeals. 

First, it must be expressed in the inventory itself; 
that is, a genuinely fashion inventory in character and 
in breadth of selections. The fashion “image” must 
shine in the advertising, in the window and interior 
displays. 

Many stores that carry fashion merchandise fail to 
fulfill the promise through their selling and merchan- 
dising. They leave all the initiating to the customer. 
The customer sees, evaluates, selects, decides—all with 
little or no help or guidance or influence from the store 
or salespeople or merchandising program. But in fash- 
ion merchandising, exposure of footwear is not enough. 
Fashion must have a reason for being to inspire a 
reason for buying. 

This, actually, becomes the foundation for the mer- 
chandising concept of footwear fashion. We see it 
commonly expressed in shoe business as “fashion co- 
ordination.” But really, how many shoe stores truly 
apply and sell fashion coordination? 

We see it expressed commonly in shoe business as 
“the right shoe for the right occasion and costume.” 
But how many shoe stores actually convert this theme 
into realistic merchandising? 

It’s estimated that some 50 per cent of all our shoes 
are bought and sold for fashion interest. Put another 
way, if people bought shoes for only utility needs, we’d 
be selling only half the pairage we do. Fashion cer- 
tainly plays a powerful role in shoe business. 

But comes a challenging question: If fashion al- 
ready sells half our shoes without the benefit of genu- 
ine merchandising of fashion, what could be done by 
a store or an industry with a full-fledged program of 
fashion merchandising? 

There are some shoemen who believe we are close to 
a saturation level for per capita consumption of shoes. 
But facts and figures show that consumption has con- 
tinued to climb as fashion’s role has expanded. Expo- 
sure alone has proved effective. However, when we 
combine exposure with more effective merchandising 
techniques specializing in the selling of fashion, we 
can expect to see a sharper and more accelerated rise 
in per capita consumption of footwear. Fs] 





acquire a “fashion image” never manage to 

reach the objective. They carry a complete 
inventory of fashion footwear; their windows and in- 
teriors convey the “personality” of fashion. And so 
do their ads and store decor. 

But somehow the whole effort falls short of its goal. 
One common reason: lack of fashion training of the 
salespeople. 

These same salespeople may be courteous, efficient 
fitters, good salesmen and knowledgeable about shoe 
business. But there is one great missing link: fashion 
know-how. 

The irony is that they can be as effectively fashion- 
trained as they have been to become good fitters and 
sellers of shoes. Thus, if this is the big missing link, 
then an in-store fashion training program can fill the 
void, thereby providing the extra momentum needed 
to carry the store to its desired objective as the foot- 
wear fashion leader in its community. 

Following is a suggested procedure for setting up 
an in-store fashion training program: 

The first and perhaps most absolute requirement is 
to hold regular in-store meetings of sales personnel. 
These should be held never less than once a month, and 
preferably twice monthly—and even better, weekly. 
Attendance should be compulsory. If held weekly, 
one hour is enough. If held monthly or semi-monthly, 
then a two-hour meeting is best to cover all the re- 
quired ground. 

Every meeting should have a pre-planned agenda. 
Concentrate on just one major topic rather than 
spreading the discussion over several. Don’t make it 
just a “talk” meeting. Use props, samples, demonstra- 
tions. And always leave room for a lively question- 
and-answer period. Meetings are provedly twice as 
effective if there is “audience participation.” 

Which subjects to discuss? First, keep well in mind 
what you’re trying to achieve: to keep your salespeople 
abreast of all current fashion developments and 


M oe shoe stores or departments seeking to 
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trends; to convert them into “fashion counselors” ; 
and above all, to provide them with sound reasons why 
fashion trends are taking place. So, what you accom- 
plish is to increase the fashion know-how of your 
salespeople, and to convert this know-how into practical 
use in on-the-floor selling. 

Many stores hold in-store “fashion” meetings only 
when the new seasonal lines come in. The buyer or 
owner or manager goes over each key shoe in the new 
lines, and “explains” it. This is all right—as far as 
it goes. But it by no means goes far enough. Fashion 
training is a constant process, effective year round. 

The most fundamental lesson to be indoctrinated in 
salespeople is the concept of fashion itself. What is 
fashion? Why does it exist? What functional role 
does it serve? It goes much beyond the particular 
features of a new shoe in the line. It gets down to 
basics. And if these seem elemental, then the great 
majority of retail shoe salespeople still have not learned 
or applied these basics. 


trends. These are almost always linked to ap- 
parel trends. Admittedly, footwear is an acces- 
sory—though the most important of all accessories. 
Hence, as an accessory it is a go-with item. It be- 
comes obviously important to have knowledge of the 
“with’—the overall costume or apparel—to under- 
stand the “why” behind the accessory, the footwear. 
Thus, an important part of the fashion training 
program involves apparel trends. Remember, it is not 
enough to cite these trends. These trends represent 
the “explanation” for the footwear fashion trends. 
Thus, the discussion must link these two factors, ap- 
parel and footwear. Explain the new ready-to-wear 
silhouettes, colors and fabrics by showing actual 
clothes or carefully chosen pages from authoritative 
fashion publications. If men’s trousers are narrower, 
this affects men’s styling of footwear in particular 
ways. If skirts are shorter and more flared, there is 
an influence on women’s footwear. 


TP sent are reasons for all footwear fashion 
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This is what is understood to be “fashion coordina- 
tion.” The term is commonly used in shoe business— 
but too often it’s not sufficiently understood, and is 
even less often put to work in selling fashion footwear. 
Once the salespeople have a workable grasp of this, 
it takes on realistic meaning and becomes an influen- 
tial force in the selling and counseling process. 

Once the salespeople understand the concept and 
function of fashion, you’re now ready to deal with 
specifics in terms of current trends. Among these spe- 
cifics are color, materials, lasts, patterns and silhou- 
ettes, heels, ornamentation. 


Each of these becomes a topic in itself. If inter- 
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mixed with the others you lose “concentration” effect, 
and create some confusion in addition. Fashion must 
first be understood in its parts. Then all the parts are 
put together and you have the finished, total product. 
This is what might be termed the “X-ray” approach 
—and it is highly effective. 


Also very important: every part of fashion must be 
given an answer to “why.” Why is one color more 
dominant for a given season than another? Why one 
material or texture or surface finish more than an- 
other? Why one particular pattern or silhouette more 
dominant? 


terms in selling. For example, “This is the latest 

style.” Or, “It’s one of our best-selling shoes.” 
This is intended to “justify” the fashion. But it is 
completely lacking in fashion information. Why is it 
the latest style, the best-selling shoe? This is where 
fashion-coordination information gives the product, 
the fashion, a reason for being and gives the cus- 
tomer a reason for buying. This is where the store, 
via the knowledgeable salesperson, provides wanted 
fashion counseling. 

We speak glibly of the shoe wardrobe. We under- 
stand this to mean different shoes for different occa- 
sions, uses and costumes. There are dressy flats and 
tailored shoes; formal evening shoes and smart, high- 
heel fashion shoes; there are casuals and indoor leisure 
shoes. 

Each of these is bought for a specific use. Why 
aren’t they sold in the same manner, on the same pre- 
mise? We also speak glibly of extra pairage—which 
essentially means fulfilling the shoe wardrobe. But 
extra-pairage selling, or fulfilling the wardrobe idea, 
is achieved much more effectively if and when the 
salesperson can translate these shoes into end uses— 
in terms of what the customer wants them for. He 
sells benefits, not products; he sells adaptation, not 
foot coverings; he leads, not follows; he counsels. 


Sie salespeople often tend to use over-worked 
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This becomes a highly salable product—a fashion 
counseling sales staff. Because so few stores have a 
staff thus genuinely qualified, such a staff stands out 
as a beacon to the customer served in the store, and 
to the prospective customers seeking such counsel in 
shoe purchases. This now becomes a fresh and power- 
ful feature to merchandise, to promote. However, a 
note of caution: a serious mistake can be made by 
promoting “fashion counselors” who do not genuinely 
live up to the claim and promise. Customers will soon 
learn this and lose faith. 


Where does the store obtain the material for use in 
fashion training? There are count- 
less sources for information, for 
ideas, for topics. The shoe industry 
trade papers are a direct source, 
abundant with information. The 
consumer fashion magazines are an- 
other source. The publications of 
the apparel trades serve as another 
source. Some of the trade associa- 
tions render a fashion-trend infor- 
mation service. The shoe industry 

trade shows are rich with potential information. The 
manufacturers of your own lines can be helpful feed- 
ers of trend information (and you should seek this 
from them). 

There should be a list of “must” reading for sales- 
people. The buyer or owner or manager should clip 
items or articles from his own reading—have them 
photo-copied and passed among his salespeople. One 
of the most vital functions of the fashion training 
program is to keep the staff informed, alerted and in- 
spired. 

The props and demonstrations are very important. 
If the discussion is on new trends in heels, then a sup- 
ply of actual heels can add greatly to the effectiveness 
of the message. Sample heels can be obtained by writ- 
ing to your resources and asking them to supply sam- 
ples, or by going directly to the heel manufacturer who 
supplies your resources. This also applies to leather 
and fabric swatches, ornaments or trims, etc. This 
enables the salespeople to get a close look at each com- 
ponent—which increases his or her appreciation of 
that component as part of the finished and complete 
shoe when shown. 


the frequency of your meetings) bring in out- 

side speakers. These are brought in not as 
“speakers” but as “teachers.” These speakers can 
cover a wide range. For example, a styleman or de- 
signer from one of your resources; a local buyer for 
one of the specialty apparel stores in town; a fash- 
ion-wise shoe traveler; a fashion coordinator from 
one of the leather firms; a last maker; a shoe fabric 
representative; etc. 

The total end effect of such a program, if success- 
fully developed, is to create a powerful “fashion image” 
for the store. “Those people at X Shoe store know 
their business.” The finest compliment any store can 
receive. It’s an enviable “personality” to acquire. And 
it can be done through a planned in-store fashion 
training program. 


()) ix: treaeney or frequently (depending upon 
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by VIRGINIA MARSHALL 


Fashion is risk, and risk is fash- 
ion. The two have aways “gone 
steady” although many shoemen 
wish that they would part com- 
pany. “Fashion is risk—and it’s 
not even a calculated risk,” said 
one major merchandiser. “The only 
factor that’s calculated is that if 
you have fifty grand tied up in 
stock, the most you can ‘calculate’ 
to lose is fifty grand!” 


Successful merchandisers of 
women’s fashion shoes play it by 
ear. Success attributes seem to be 
a combination of shrewd appraisal 
of trends, astute estimates of pair- 
age needs, inborn intuition and 
courageous dedication. Ask the top 
fashion merchandiser to pin point 
his steps toward minimizing risk 
and he goes off on cloud nine, as 
if a score of tips were passing 
through his mind—with no one of 
them the single secret. 

Basically, the answer to main- 
taining an adequate fashion in- 
ventory with minimum risk boils 
down to this factor: Research. 


Research starts with trips to 
market, and market is New York. 
The merchandiser and/or buyer 
for any major fashion shoe opera- 
tion makes between five and eight 
such trips each year. He looks, 
listens, studies. He confers with 
the style experts from shoe manu- 
facturing companies. 

From these people the retailer 
gets the look and feel of style for 
the selling periods ahead. The re- 
tailer gets direct benefit from the 
millions of dollars and millions of 
hours which fashion shoe manu- 
facturers have poured into their 
own research programs. Retailer 
research means taking advantage 
of the wealth of manufacturer re- 
search on materials, color direc- 
tions, patterning, silhouettes, 
heels, toes, treatments. 


Research does not end with the 
retailer-producer consultations. 
The merchandiser and buyer draws 
secondly on the research findings 
of his own fashion department. He 
gets the viewpoint of his store’s 
fashion coordinator, if his shoe op- 
eration is part of a department 
store set-up. He confers with 
ready-to-wear buyers, hat and ac- 
cessories buyers, even with home 
furnishings buyers and decorators. 
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Pre-season test runs offer a 
fourth research tool. By this strat- 
egy, a small number of pairs of a 
pattern or color trend “run ahead” 
in the fashion shoe department and 
sound out consumer reaction. It 
may be only 18 or 24 pairs. Ordered 
early for November delivery, test 
runs of spring shoes allow the re- 
tailer to collect comments — and 
sales—before he places a represen- 
tative buy. Since his stock of fash- 
ion shoes must never exceed his 
planned figure, pre-season test runs 
help him calculate on the entire 


copied by volume popular priced 
makers. 

Although the word research may 
sound stilted and academic as an 
answer to reducing risks in a fash- 
ion shoe department, research 
seems to be the shoeman’s most 
constructive approach. Through re- 
search, buying can become more 
efficient, selling more profitable, 
markdowns less drastic. Research 
has also turned up this shoeman’s 
recipe for brewing a fashion shoe 
inventory cocktail: “One jigger of 
past experience; one jigger of store 


How to maintain 
a fashion 
inventory 


Fashion merchandisers admit that there is 
no fool-proof way of maintaining a fashion in- 
ventory. To reduce the risk, try research. 


season at reduced risk. 

There is a growing trend with 
couturier shoe departments to buy 
less initially than they did some 
10 years ago. Shoemen say that a 
buy-less-buy-often policy construc- 
tively reduces markdown risks. 
Where previously as much as 75 
per cent of the budgeted amount for 
a season was committed initially, 
now the figure has dropped below 
50 per cent for most dealers and 
down to 40 per cent for many. By 
buying a smaller number of pairs, 
buying oftener, and buying in-stock 
patterns or reorder-available pat- 
terns, the retailer has trimmed a 
few percentage points off the num- 
ber of pairs to be marked down. 
But he has the added job of includ- 
ing in his buy those patterns and 
silhouettes least easily and readily 


image; two jiggers of manufactur- 
er’s judgment; pour over budget 
ice, either chunked or crushed, de- 
pending on last season’s record. 
Serve with a twist of courage.” 

He gets the advice of style person- 
nel from his store’s buying group, 
if his department store is an affili- 
ate. He draws on the research of 
the NSMA, the NSRA and other 
specially slanted merchandising as- 
sociations. 

The top fashion retailer makes 
himself part of a giant educational 
program which alerts him year 
round on trends as they appear and 
as they disappear. It is education 
he could not afford to buy for 
himself. 

But the merchandiser and his 
store do pick up the tab on the 
third area of research, unit control. 
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‘Old ladies’ running shoes’ 


Dressmaker pump with slim heel has 


leather covered foam cushion feature 
from heel to ball. Godman Shoe Co. 


Patent leather pump with 
elasticized scalloped 
throatline, teardrop perfts. 
Treadeasy by P. W. Minor. 


Pump with high rising throatline, 
contrasting mudguard and topline 
has metatarsal button. By Selby 
Arch Preserver, U.S. Shoe Corp. 


It no longer has to be unfashionable to have com- 
fortable feet . . . or uncomfortable to have fashionable 
feet. 

The new comfort shoes make both possible. More 
women wear comfort shoes than high fashion shoes. 
But now it is becoming increasingly more difficult to 
tell. New emphasis on fashion and youthful styling 
make these new comfort shoes much more appealing, 
and will no doubt increase their sales. 

Comfort shoes of the past depended on corseting the 
foot . . . they were heavy with wide shanks .. . had 
broad and sturdy heels. Materials were usually lim- 
ited to kid and patent or mesh and patent combina- 
tions. Patterns were more or less limited to oxfords 
with gypsy seams or V-throat, and/or open toes usu- 
ally with teardrop perfs. 

Manufacturers of comfort shoes have come a long 
way. New styles for spring 1962 are lightweight and 
snappy looking. Many have foam cushioned insoles, 
some with metatarsal buttons. They retain their steel 
shanks. Softened toe caps eliminate the necessity to 
open them up. 

Casual and suit shoes have stacked leather heels, 
often. square heels and\toes, come in a variety of lined 
and thlined leathers, an&.in good fashion colors. 

In; dr sier types, there‘are pumps on a variety of 
heel: heights. They appear calf, patent and more 
conventional mesh combinations: corations are kept 
to aiminimum, consist of small self fo nd buckles, 
draping details, all very much in t J fashion, picture. 
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Black calf suit shoe with newly 
squared toe and heel, square moc 
type stitching. Irving Drew Corp. 
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are no more 


Crushed kid pump fea- 8 © a: Oe t-6-C £ 
tures high top line, hidden 
elastic gore at throat line, 
stacked heel. Trim Tred 
by International Shoe Co. 


One eyelet tie has soft, unlined 
perforated forepart, elongated 
sturdy counter, on_ lightweight 
crepe rubber sole. By Marshall, 
Meadows & Stewart. 








Slipon has square toe and 12/8 
stacked heel, features hidden 
elastic gore. Selby Fifth Ave- 
nues by United States Shoe 





Textured leather slipon has elastic 
lace-through shawl tongue, sturdy 
counter, soft vamp. Cushionized 
Bellaires by Holmes-Stickney, Inc. 


Spectator pump with soft, oval 
toe has long firm counter, un- 
lined forepart and a foam - 


sole. Enna Jettick by Dunn & 
McCarthy. 








Suit shoe of textured leather 
with contrast topline and vamp 
trimming, square, soft toe, 
strong elongated counter. Na- 
tural Bridge by Craddock-Terry. 
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MODERNIZATION: 


key to sales success 


Independent shoe retailers can learn one lesson from the shoe 
chains . . . an attractive store is a must to meet competition 


Does your store have individual- 
ity or is it humdrum in appearance 
and just like any other store? Is 
the lighting system scientifically 
designed to help sell merchandise? 
Your lighting dollars must do more 
than make it possible for people to 
see. Up-to-date lighting will make 
even the best line of shoes look bet- 
ter. It will also eliminate glare and 
make the store atmosphere more 
attractive. 


Does your color scheme express 
your store image? Are your fix- 
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for volume and prestige. 


by CHARLES S. TELCHIN, Architect 


Telchin & Campanella, New York 


tures modern, with built-in selling 
power. What about your store front 
and sign—will they stop passersby 
and persuade them into the selling 
area? 


All these things help build your 
store image . . . a factor heavily 
capitalized on by big chains and 
often overlooked by the independ- 
ent retailer. However, the small 
dealer should be even more con- 
scious of creating a strong and 
favorable image than the chain 
owners since customers return to 


small stores only because they like 
the personality of the shop and 
like its personalized service. 


Plans for the new look 


What kind of store image 
should you create when you mod- 
ernize? Many facts must be con- 
sidered in answering this. It is 
sometimes helpful to observe what 
others have done. But it is inad- 
visable to copy the design of a store 
not uniquely suited to your needs. 

First of all, store image must 


Boot and Shoe Recorder 





express your own personality, be- 
cause that’s what makes you dif- 
ferent from other people. And be- 
fore deciding on an architectural 
design you must analyze the prac- 
tical problems of your business. 

Is yours largely a cash and carry 
operation, or do most of your cus- 
tomers buy on credit? Do you 
cater to a middle income group or 
to the shopper for luxury items? 
Your design should be directly re- 
lated to the answers. 

The location and character of 
your neighborhood will also help 
determine design. And any physi- 
cal limitations of the premises and 
means of overcoming them must be 
considered. 

Lights, colors, materials, layout 
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and fixturing all must be planned 
only after store image is decided 
on. Regardless of what effect you 
wish to achieve, however, custom- 
designed fixturing will create the 
most favorable impression and do 
the most to make your store stand 
out. 

Today’s fixtures are slim and 
graceful, giving a feeling of airi- 
ness and brightness. They are made 
of strong, thin materials to con- 
serve valuable space. 

These new materials resist dent- 
ing, scuffing and scratching and 
require a minimum of maintenance. 

It is advisable to take a lesson 
from department stores and to plan 
a reasonable amount of displays. 
Nothing attracts as much attention 


in the shoe department as a middle 
of the floor circular unit. This unit 
should be three levels high, with 
the widest shelf on the bottom. The 
center shelf should be somewhat 
narrower, the top shelf the narrow- 
est. Shoes can be attractively ar- 
ranged on this to stimulate impulse 
buying and purchase of multiple 
pairs. However, the effect should 
never be spoiled by packing too 
many shoes into any one display. 
Customer choice 

Since self selection fixtures lead 
to impulse buying, they can be used 
to advantage for hosiery and slip- 
pers. Much thought should be given 
to the architectural design of the 
section featuring stockings, hand- 
bags and fashion accessories. Great 








emphasis should be placed on this 
section, as it plays a large part in 
establishing your store image. 

There should be greater use of 
mirrors in shoe stores. Not only 
for customer convenience, but to 
give a feeling of spaciousness and 
charm. An example of the use of 
distinctive wall mirrors as an at- 
tractive background for display is 
found in the women’s shoe depart- 
ment designed by my firm for 
Lourie’s, Columbia, S. C. 

In an accompanying illustration 
you will note shoes and handbags 
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displayed on glass shelves which are 
attached to the mirrors. The fash- 
ions are thus dramatically pre- 
sented, illuminated by candle-like 
lighting fixtures designed in keep- 
ing with the personality of the de- 


partment. Fixtures are hung 
against a pastel blue wall, inter- 
spersed by floor-length mirrors for 
customer use. Shoe stock is carried 
in two-level perimeter stock rooms 
adjacent. The photograph also illus- 
trates use of the three level center- 
of-floor display unit. 

Our other Lourie’s picture shows 


the men’s shoe department, using 
the three-level open display as a 
wall fixture. The frame is of wal- 
nut, carrying out the masculine 
note in decor, with illumination be- 
neath each shelf to highlight shoes 
below. The luminous corrugated 
plastic ceiling in the department 
provides shadowless over-all illumi- 
nation. Cut-out lettering above the 
display helps departmentalize the 
area. Letters are keyed to store 
image. 


Another store image 


A different style of lettering se- 
lected to harmonize with a different 
store image is shown in the third 
picture. This is the men’s shoe de- 
partment at Besse Richey, Con- 
necticut Post Shopping Center, Mil- 
ford, Conn. The shoe section is 
strategically located between the 
clothing and sportswear depart- 
ments, along a right wall, where it 
is exposed to traffic from the Mall 
and the parking areas. Hats are 
next to shoes, facing clothing. Blue- 
green tweed carpet here accents 
cherry mahogany woodwork. The 
color scheme includes beige, medi- 
um green, white and mocha. 

In all of these we planned a lay- 
out to create an effect of spacious- 
ness. It is particularly important 
to provide plenty of room for peak 
periods so that shoppers and clerks 
can move freely without side-swip- 
ing the clerks seated to fit shoes. 


Problem solutions 


Modernization can solve your 
structural problems in many ways. 
You can install a display around a 
steel column. You can _ conceal 
beamed drops above a hung ceiling. 
If your ceiling is high you can re- 
arrange floor layout to permit ad- 
dition of an attractive balcony and 
stairs, more selling space. 

Structural defects can be rem- 
edied by skillful use of color. Color 
can work magic by creating an il- 
lusion of greater size, minimizing 
distance or by overcoming other 
physical handicaps. 

Efficiency is another success fac- 
tor chain stores have developed 
through modernization. It is diffi- 
cult to be efficient in an old fash- 
ioned store. The independent re- 
tailer should discuss this with his 
store architect in drawing up plans 
for modernization. 
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WILLIAM AMER COMPANY 


PHILADELPHIA 23, PENNA. 
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Exclusive from Brown Shoe Company 


uality at your feet 


wey BROWN SHOE 
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New contoured 
insole 


Wondersole brings revolutionary advance in foot 
comfort...available soon in two Brown Shoe brands 


Wondersole”™ utilizes totally new con- 
struction concepts and materials in a 
new way to give your customers foot 
comfort they can feel and understand 
immediately. And you can demon- 
strate it. 


Never have shoe retailers had a more demon- 
strable, more saleable shoe feature than the 
Wondersole™ insole. 


Not just another “comfort cushion”’ or slip-in 
foot pad, the Wondersole™ is an integral part 
of the shoe when it comes from the factory. 
Shaped to fit the bottom of the foot, it actually 
cradles the foot for comfort never before pos- 
sible with conventional, flat insoles. Your cus- 
tomers will feel the difference the moment 
they try on a shoe made with Wondersoles”™. 
It’s a powerful selling feature that will enable 
you to get the higher price (and earn the higher 
profit!) with no resistance. And, because it’s a 
Brown Shoe exclusive, it will bring customers 
back to Brown Shoe Company retailers for 
repeat sales. 


Why the Wondersole™ is so comfortable 


With ordinary flat insoles, the ball and heel 
of each foot are forced to carry the entire weight 
of the body. But with the Wondersole™, 
shaped as it is to fit the natural contour of the 
bottom of the foot, body weight is distributed 
evenly over all parts of the foot. No stress or 
strain, just wonderful foot comfort right from 
the very first step. 


COMPANY 
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What’s more, the Wondersole™ won’t break 
down, tear, crack, or stretch out of shape; it is 
not affected by water or perspiration. It makes 
the whole shoe last longer. 


In Air Step and Naturalizer shoes 
Initially, the Wondersole™ insole will be used 
in selected patterns in Air Step and Naturalizer. 
As demand grows, it will be offered in other pat- 
terns and lines. First shoes with Wondersole 
will be available for spring delivery. 


Special demonstration kit to be offered 
This kit includes a simple two-sided platform 
—one side in the shape of the Wondersole™, 
the other shaped like a flat insole. For a 
convincing demonstration of the Wondersole™ 
stand your customer stocking-footed for a 
moment on one side of the platform, and then 
on the other. This makes the sale. 





Wondersole™ patterns at Chicago Shoe Show 


You can see a display and demonstration of the 
Wondersole™ at Brown Shoe Company’s 
Chicago Shoe Show exhibit, Shoerama, in the 
Red Lacquer Room, Palmer House, Chicago, 
October 22-25. Or contact the sales manager of 
one of the brands listed above for all the details. 











Wondersole 


(Potent pending) 


St. Louis, Missouri . . . Makers of: Air Step + Buster Brown + Galaxies 


Glamour Debs + Hallmark+ Jolly Stride + Life Stride + Miss America + Naturalizer 
Official Boy Scout Shoes + Official Girl Scout Shoes + Pedwin+ Propr-Bilt» Regal 


Risqué « Robin Hood + Robinette + Roblee + Sherbrooke + Smartaire 








Better show timing is goal of — 


New York show, replacing the Show Show of America (for- 
merly the PPSSA), will be held November 5 to 9. Greater ef- 
ficiency is also aim of shoe fair committees. 


The thousands of shoe manufacturers and retailers 
who will come to New York November 5 to 9 for the 
National Shoe Fair of America will be heralding the 
beginning of a new era of national shoe shows. For 
the first time, the name National Shoe Fair of Amer- 
ica will be used to describe the national shoe market 
which not only replaces the Shoe Show of America 
and the PPSSA but is intended to expand it. 

The New York show, which will be held at the 
hotels New Yorker and Sheraton-Atlantic, will be the 
last national event to be co-sponsored solely by the 
National Assn. of Shoe Chain Stores and the New 
England Shoe and Leather Assn. The National Shoe 
Manufacturers Assn. and the National Shoe Retailers 
Assn. have given their endorsement to the November 
5 NSFA in New York, but starting in April, 1962, 
the National Shoe Fairs of America will be jointly 
sponsored and operated by all four associations. 


Needs in Focus 


The long and painstaking efforts by industry asso- 
ciations to develop a program of national shoe shows 
that would be better timed and more efficient, brought 
clearly into focus the real needs of shoe manufactur- 
ers and retailers. The most vital of these needs is 
proper timing. 

What does timing really mean? 

To manufacturers it means a market week at a 
date early enough to allow factories to plan properly, 
produce and deliver retail requirements, but not so 
early that retail accounts attending a show will be 
sight-seers instead of buyers. 

To retailers it means a date late enough to assure 
the crystallization of style trends and to minimize the 
risks of wrong decisions. 

Just how successfully the sponsors of NSFA have 
met these requirements will become evident at the 
Show. With Easter falling on April 22nd next year, 
it is possible that a major national shoe show could 
have been timed even a little later in November than 


the 5th, but the NSFA committee also recognized an 
increasing merchandising fact. With many retail shoe 
companies involved in extensive expansion programs, 
it becomes more and more necessary to provide addi- 
tional lead time to plan, produce, deliver and distribute 
footwear to the larger number of retail outlets being 
operated by most companies. Even before it was de- 
cided to run the November show in New York under 
the new and expanded National Shoe Fair of America 


NESLA Show Committee reviewing last minute details of the 
agenda to be discussed by the full committee at its next meeting: 
Seated, Saul L. Katz, Hubbard Shoe Co., Inc., Co-Chairman Show 
Committee; standing, Joseph Bloom, A. Sandler Co., Co-Chairman 
Advertising and Promotion Committee; Maxwell Field, Co-Manager. 
Not present, Myer Saxe, Kesslen Shoe Co., Co-Chairman, Execu- 
tive Fashion Committee. 
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National Shoe Fair of America 


concept, a decision had been reached to advance the 
dates of the Market Week at least four weeks earlier 
than has been traditional. This step would have been 
taken several years ago but had to be deferred until 
the National Shoe Fair could schedule earlier dates. 


Between-show weeks useful 


Now that the National Shoe Fair has officially 
opened the spring season in the month of September, 
and has thus given the industry a much needed 
earlier look at next spring’s shoe opportunities, the 
November 5-9 timing of NSFA takes on great im- 
portance. The approximate five weeks between the 
two events will prove highly useful. A great many 
factories have begun to edit and revise their original 
presentations based on reactions received from im- 





NASCS Show Committee: Edward Atkins, Co-Manager; C. O. 
Anderson, G. R. Kinney Corp., Co-Chairman, Advertising and 
Promotion Committee; Alfred L. Morse, Morse Shoe Stores, Inc., 
Co-Chairman, Executive Fashion Committee and, seated, Simon 
Edison, Edison Brothers Stores, Inc., Co-Chairman, Show Committee. 
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portant accounts in Miami Beach. Retailers them- 
selves are using the intervening period to collect their 
first impressions and refine them into final buying 
programs. By November 5, they should be ready to 
do business. 

Since no single date can hit the bull’s-eye for every 
type, category and price range in an industry as di- 
verse as footwear, inevitably manufacturers of some 
lines of shoes learned that September was too early 
for them to kick off a spring season. Indications are 
that some such firms will participate in the New York 
National Shoe Fair of America for the very first time. 
In its broadened concept, the Fair will include some 
familiar brands and higher price lines which in pre- 
vious years would have been reluctant to be identified 
with a “popular price market.” 

Sponsors of NSFA anticipate that the November 
event will produce more “plusses” than any previous 
fall shoe show held in New York. All the chains— 
large, medium and small—the mail order firms, the 
department store buying groups, the progressive spe- 
cialty variety stores, self-service, discount and high 
turn-over operators are expected to be on hand to 
check the finally edited offerings of their resources 
and to make commitments. The many hundreds of 
smaller shoe retailers will also swell the total par- 
ticipation. In addition, there will be a new group of 
retailers who concentrate on somewhat higher price 
lines, both branded and unbranded. 


New York’s plusses 


Next to timing, the most important qualification 
for a successful national show is location. It was not 
surprising that the committees planning the Show 
learned that New York ranks as one of the most pre- 
ferred cities in the country for a shoe show. Over 
40 per cent of all shoes sold in the United States are 
retailed within a 300 mile radius of New York City. 
Not only is New York City the heart of the nation’s 
retail shoe market, but it is also the heart of the retail 
brand shoe market. Some 7,000 buyers customarily 
attended New York shoe market weeks. Of these, 
some 3,000 have their businesses within about 300 
miles of New York, thus reflecting quite accurately 
the market analysis cited above. 

New York is preferred not only because of the 
vitally important retail market it commands but also 
because of all the added attractions and values it 
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offers to visiting shoe men. Headquarters of the 
greatest American shoe designers, New York also 
houses America’s most exciting retail stores, from 
highest fashion to greatest volume. Tours of its win- 
dows are an after-dinner hour must for fashion ori- 
ented shoe men. Within easy reach from mid-town 
New York, are great shopping centers, thriving high- 
way retailers, leading discount operators. A retailer 
or a manufacturer who needs to style a shoe, work 
out a last, check the ornament market, the fabric 
business, confer with fashion experts can accomplish 
more in New York City—even during a shoe show— 
than any place else in the world. 





WILL FEATURE FASHION NEWS 


With so much attention being given to the Open 
Look, which expression of this look will mean the 
most in volume selling next spring and summer? 
Will it be backless, open toe sandals, cut-out effects 
on vamps and quarters, open shank detailing? How 
big a season for reptiles? For colored patent? Will 
the swing to mid-heels continue to reduce sales 
over 21/8 or has a new balance been struck? Is it 
full steam ahead for the oval-crescent? If so, how 
wide? What strength will squares show next spring 

and in what types? 

Answers to some of these questions have begun 
to emerge but answers to each of them needs to 
be known in greater detail and with more cer- 
tainty. NSFA on November 5-9 is planning to 
provide the answers. 

At the Industry Breakfast on Monday, November 
6, those in attendance will be given a specially 
prepared brochure containing the important news 
in each major category of footwear. This will be 
given in the form of statements from each of the 
style committee chairmen and by written com- 
ments from both Helen Joseph and Doris Weston 
of the Association Fashion Service. The brochure 
will contain the illustrations necessary to graphi- 
cally define and emphasize the points which are 
stressed. Chairmen who will represent their com- 
mittees with statements in the brochure are: For 
Women’s Dress Shoes, Robert Wodin of Ware 
Shoe Co.; for Women’s Casuals and Dress Flats, 
Herbert Cohen of Morse Shoe Stores; for Women’s 
Sport Shoes, Jack Joyner of G. R. Kinney Corp.; 
for Children’s Shoes, William Waddell of Sears, 
Roebuck and Co.; for Men’s Shoes, Alan Goldstein 
of Plymouth Shoe Co.; for Slippers, Harry Gould 
of Harry Gould Associates. 











Exchanging views 


Since these are far from normal times, both retail- 
ers and manufacturers will be looking to a major na- 
tional event like NSFA for a chance to exchange points 
of view and analyze factors other than fashion which 
will greatly influence their business futures. Such fac- 
tors are: 

The treacherous uncertainty of international in- 
volvements. 

The possibilities of emergency economic controls. 

To what extent will self-service, fast turn-over re- 
tailing dominate the distribution of footwear? 

How successfully can these new techniques merchan- 
dise fashion and better grade shoes? 
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What steps must we be thinking about to assure 
our business future? 

Are we, as manufacturers, planning our distribu- 
tion in the areas of dynamic growth? 

Are we, as retailers, correctly envisioning the most 
appealing shoe store or department of the future? 

These vital questions are constantly in the minds 
of forward thinking shoe people. They count on the 
opportunities for communication on such subjects 
inherent in a national market week like NSFA. 

Even without formal programs designed to throw 
light on such questions, the off-hours conversations 
between progressive management-minded executives 
can always be counted upon to open doors to new 
thinking, fresh ideas. And when such questions as- 
sume their present unprecedented urgency, a national 
market week takes on even greater importance. 


Maximum working time 


To permit buyers and sellers maximum time for 
working in show rooms and for discussion of pertinent 
business problems, sponsors of NSFA have scheduled 
only one official function. This will be conducted dur- 
ing a breakfast hour period in order to free a full 
working day. 

The event will take place at 8 a.m. on Monday, 
November 6, in the Grand Ballroom of Hotel New 
Yorker. In order to assure the most timely and pro- 
vocative program, the NSFA committees will not make 
final decisions on the star attractions until the latest 
possible moment. Plans call for a program devoted 
in part to fashion and in part to business, with out- 
standing speakers in each of the two segments. Fash- 
ion analyses by style committee chairmen and by the 
fashion staff will be handled in a specially prepared 
brochure, rather than from the platform. 

At the close of NSFA, a number of top management 
officials of shoe chain store organizations are expected 
to stay on for a two-day meeting of the Committee on 
Electronics of the National Assn. of Shoe Chain 
Stores. Expectations are that this meeting will sig- 
nalize the achievement of an effective “input register” 
to record, at point-of-sale, merchandising data which 
can be speedily fed into a central office computing 
system. Prototype equipment is currently being tested 
in several shoe chain stores and results will be re- 
ported and evaluated at the committee session. 

Another program which will undoubtedly attract 
the interest of visiting shoe men during the November 
5 week in New York is a seminar on discount mer- 
chandising and operations which will be conducted by 
the National Retail Merchants Assn. This four day 
clinic is the first such event to be sponsored by the 
Association which, for many years, has been identified 
with the department store business. 

A ten-man committee from each of the sponsoring 
Associations sets the policies for NSFA. Simon Edi- 
son of Edison Brothers Stores, Inc., and Francis H. 
Gleason of J. F. McElwain Co. head the Show Commit- 
tees of NASCS and NESLA respectively. Edward 
Atkins and Maxwell Field, Executive Vice Presidents 
respectively of NASCS and NESLA, are the manage- 
ment team for the Show. 
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S&S The ak WA features the comfort 
and long wear of genuine 


K j leather 


More and more men are asking for the wonderful comfort and 
durability of genuine Kangaroo leather, and these three Shaw 
styles enable you to please men of all ages! These are but 
three of Shaw’s complete line of shoes for casual, dress, 
work or comfort wear. 
Over 60 Shaw distributors are ready to give you 
OVERNIGHT SERVICE to anywhere in the country. 
You get lower shipping costs, faster deliveries plus easier 
stock control and less money gp 
tied up in inventory. : 


Write for IN-STOCK catalog 
and new Spring-Summer 
folder TODAY! 


Ww 


All shoes illustrated are IN-STOCK, to retail profitably at $11.95 
to $14.95. Each also features Shaw’s famous FULL HEEL-TO-TOE 
AIR-CELL CUSHIONED INSOLE, cushion side arch and metatarsal 
pad, with steel arch and Nylon stitching. 


Nationally Advertised in: 


Outdoor Life Ir 


Sh. sia, ne Pistrate 
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LETTERS 





(CONTINUED FROM PAGE 25) 


job well thought out and executed 

with judgment and good taste. 
BRANSON J. MCRAE, PRES. 
GRO-RITE SHOE CO. 

MOUNT GILEAD, N. C. 


Congratulations 

My sincere congratulations cn 
the new format of the BOOT AND 
SHOE RECORDER. Always a good 
magazine, but the new format with 
a fresh approach has shown con- 
siderable improvement. 

You can certainly be proud of 
your achievement. 

We look forward to your worth- 
while, thought provoking articles, 
and other attractive features. 

C. C. HARVEY, 

FOOTWEAR CONTROLLER, 

FOY & GIBSON (STORES) PTY., LTD. 
MELBOURNE, AUSTRALIA 


““Senseless”’ 

I am writing with the hope of 
reaching and appealing to the pow- 
ers - that - be about stopping the 
senseless practice of holding two 
National Shoe Shows at the same 
time. 

It can well be understood that a 
National and Regional show can 
overlap one another, but to run 
two National shows at the same 
time in different locales taxes 
greatly the physical set-up of small 
firms. 

I am referring to the Popular 
Price Show and the St. Louis 
show. In 1960, both shows were 
held at the same time. In 1961 
there was only a three week inter- 
val. For 1962, I understand that 
they will again be held on the 
same dates. This shows excellent 
blanket-planning. I wonder if this 
year’s three week interval was a 
slip-up. 

I personally contacted some of 
the parties concerned and each one 
claimed that they were the most 
powerful and that they would con- 
tinue this way. 

Is there more to say? 

Isn’t it time that cooler, more 
mature minds brought these two 
committees together to work out 
a compromise? Isn’t it time that 
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they realize we are all in the same 
business and that it would be to 
the benefit of all if a compromise 
were worked out? 

The shoe industry faces many 
future challenges. They will not 
be efficiently surmounted by com- 
mittees smugly and stagnantly as- 
serting power claims or by waiting 
haughtily for the other party to 
give in and change its policy. 

How about some progressive ac- 
tion? 

N. MARTY FINE 
LOIS SHOE CO. 
BOSTON, MASS. 


Challenges and changes 


It is a pleasure and an opportu- 
nity to congratulate you and your 
associates on the fine job you have 
done in creating a new BooT AND 
SHOE RECORDER. The front cover is 
smartly designed, attractive and 
functional. The index of features 
on the cover saves time. The for- 
mat of your various departments 
makes for easy reading. I like even 
the photographs of your writing 
staff. They add warmth, interest 
and a personal touch. The addition 
of several departments will be wel- 
comed generally, and I’m sure by 
those for whom they are intended. 

I am hopeful that this RECORDER 
will prove as helpful to me as was 
its predecessor. That publication 
had the unfailing ability to print 
the useful and worthwhile news in 
depth. Then it gave it the proper 
interpretation and perspective 
through its editorials, features, spe- 
cial departments and readers’ let- 
ters. 

I believe your new RECORDER will 
succeed along these lines and so 
continue to have my respect, sub- 
scription and gratitude as did the 
old RECORDER for more than forty 
years. 

Our industry as you have indi- 
cated faces great challenges and 
changes. There are new methods 
of production and _ distribution. 
There are higher and quicker obso- 
lescence rates; increasing costs; 
declining profits; absorption of the 
small by the big; mergers; shift- 
ing demand of consuming groups; 
a present recession; a fierce parade 
of new patterns, lasts, materials, 
colors; cut prices; increasing pres- 
sures on management and _ sales- 
people. 

As a retailer I shall be looking 


more to your RECORDER for vital ac- 
curate news, information and ad- 
vice in order to understand better 
these forces. It is obvious that I 
must understand them well if I am 
to make sound decisions and cope 
with these forces. 

Your task to a great degree will 
be to help us shoemen keep our 
enterprises adjusted to the changes 
taking place and try to foresee and 
help us plan for future change. 

To keep the record in balance I 
have a feeling you will remind us 
from time to time that the shoe 
business is not all hazards and chal- 
lenges. There are also rewards and 
opportunities. And the rewards in 
a successful operation in any phase 
of our industry can be highly satis- 
factory. 

I shall follow your future issues 
with great expectancy to see how 
you spell out your theme, “The 
Merchandising Guide of the Indus- 
try.” Will they contain original, 
authoritative information telling us 
how to develop and encourage a 
love for creative merchandising; 
acquire sufficient imagination and 
courage to attempt untried meth- 
ods; make our stores individual in- 
stead of just a place to purchase 
a pair of shoes? Also will they tell 
us about motivational research and 
how we retailers can use it? Will 
they give us outstanding examples 
of direct mail, newspaper, radio, 
television and telephone advertising 
that will teach us to communicate 
our sales message in a more pene- 
trating, more closely understood 
and more motivating way? 

And will those future pages never 
tire of reminding us how to sell 
more shoes at a fair profit to an 
ever growing number of satisfied 
customers? 

I would also appreciate your en- 
couraging more shoemen from all 
branches of our industry who have 
a meaningful message to convey it 
to us through your “letters to the 
editor.” 

While I realize that editorial pol- 
icy is intricate, I humbly suggest 
that on occasion write more force- 
ful and if necessary more critical 
and controversial editorials. Most 
of your audience I venture to say 
is mature and can take it. 


PHILIP B. BAYES 
SOLBY BAYES 
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CANVAS CLASSICS IN COLOR ?Phisis 2 portrait of a profitable idea. 


Bata fashions canvas into casual footwear classics—and adds a spectrum of 


pastel tones that make the selection most appealing. This is the line that will 


lead the field—because it has the shape, the shades and the smartness that 
spell sales. Show Bata Canvas Classics in your dis- as 


play and see what value can do for your volume. 
BATA SHOE COMPANY, INCORPORATED « BELCAMP, MARYLAND 


WE MAKE BATA SHOES £& PEOPLE MAKE THEM POPULAR 
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AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Drive for shoe exports 


The Kennedy administration’s efforts to spur U. S. 
exports, including shoes and leather, are taking 
effect despite many obstacles. While overseas mar- 
kets offer only small incentive to U. S. exporters— 
and many actively discourage shoe and leather im- 
ports through outright bans or high tariffs—several 
domestic manufacturers are seriously considering a 
move in this direction. And Endicott Johnson’s 
recently-announced drive to find new markets abroad 
may well start something of a trend. 


E J’s export action is part of rejuvenation program 
in the big shoe company, currently employing 13,000 
workers, but it does signal an attempt to go along 
with Government’s massive program. Department of 
Commerce, Small Business Administration and even 
the Export-Import Bank are going all out to provide 
U. S. businessmen with export market information 
along with sponsorship at more international trade 
fairs. Recent Semaine Du Cuir in Paris attracted 
growing number of U. S. exhibitors, especially tan- 
ners and suppliers. 


Studies of overseas market leave no doubt that U. S.- 
made shoes and products are still preferred by con- 
sumers for style, quality, fit and often, price. But 
overseas governments are still more interested in 
“protecting” their own shoe and leather industries. 
Some countries, especially in hot or undeveloped 
areas, offer no real market. State Department reports 
that Central and South America are virtually closed 
doors to U. S. shoes. Canada remains our top export 
market but there are growing potentials throughout 
Western Europe. Most promising are Great Britain, 
Italy, Sweden and Norway, with France a fair mar- 
ket for quality shoes. 


E J’s export program apparently will stress flexi- 
bility. Company’s new international division will 
concentrate on foreign business opportunities when- 
ever they can be developed. This means continuous 
surveys, constant watch upon all potential markets 
overseas, something few U. S. firms can afford. But 
smaller firms can work directly with exporters here 
or importers overseas, look for stepped-up Govern- 
ment aid in short-cutting much red tape. None of 
this will slow rate of shoe imports here but can 
soften their effects upon domestic producers. 


Two sides to the coin 


Despite the rush by many department and variety 
stores to jump on the discount bandwagon, there is 
more and more evidence that some conventional 
stores have actually benefited from the discount 
craze. This is especially true of independent depart- 
ment and specialty stores which have continued to 
upgrade service (and quality) in keeping with their 
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images. And this applies as well to downtown as 
suburban stores. There are still a considerable num- 
ber of consumers who prefer the service provided by 
stores which reflect this image. And some stores 
report a return of former customers who have lost 
their zeal for discount shopping. 


Specialty store operators, especially apparel stores, 
say discounters are helping them in several ways. 
First, the competition of self-servicers has forced 
specialty management to sharpen its own operation, 
plug loopholes in service. Secondly, many customers 
who formerly shopped department stores are de- 
manding more services from the discounters, making 
it more difficult for low margin operations to main- 
tain price edge. And lack of service in average dis- 
count store has served to make some shoppers even 
more appreciative of what good specialty stores 
offer. 


None of this offers comfort to conventional depart- 
ment store which has allowed image to be watered 
down. But it does show definite opportunity for 
those stores which specialize in good service. 


“Fluid inventories” growing factor 


While big volume accounts have already started 
placing good-sized advance orders for next spring’s 
shoes, there’s a lot of pairage that hasn’t been 
written as yet. Unlike some reports, this has little 
to do with actual state of business. Retailers have 
adopted definite pattern in using big early shows 
for looking, reserving later shows for buying. From 
all indications, orders will be stepped up over next 
few weeks, reach a peak at or immediately following 
the Shoe Fair in New York early next month. 


Some factories still haven’t grown used to the “fluid 
inventories” policy of big chains and department 
stores. These have tended more and more to de- 
emphasize seasonal buying in favor of month-to- 
month buying. Idea is to stay abreast of new style 
or color developments, be fluid enough to jump into 
anything that hits popular fancy overnight. Even 
though big volume stores must cater to mass mar- 
kets, they are trying to favor the individual in keep- 
ing pace with style changes. This is one big reason 
for “early look, later buy” policy. 


But don’t be misled by this into believing that retail 
business is bad or retailers are worried about spring 
potential. It still looms as the start of the next boom. 
And so much expansion is still taking place in shoe 
outlets, both among conventional chains and new 
discount leased departments, that over-all pairage 
is bound to show effect. Consumers are feeling some- 
what better about Berlin situation, show this already 
in store cash registers. Unless the unexpected 
happens, we’re building up to an all-time record 
sales peak around next Easter. 
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How does a shoe ‘breathe’? 


Much is said and written about “breathability” of 
a shoe or shoe material. And very often the term or 
concept of “breathability” is misunderstood or mis- 
used by shoemen, doctors and public alike. 

Breathability of a shoe or material is usually 
thought of as a sort of built-in ventilation system; 
that is, air passing in and out of the material to keep 
the foot cool, dry and comfortable. 

This leads us to “porosity”—which we understand 
to consist of a material having pores through which 
the air passes; presumably, the bigger the pores, the 
more air can get in and out of the shoe through the 
material. 

A fabric, for example, usually has wide “pores” or 
openings because it’s a woven material. And actually 
a fabric shoe has a good built-in ventilation system. 

But if we give a vinyl coating to the fabric (and 
many shoe upper materials today are of this type) 
we place a plastic-like film over the “pores” and shut 
off much of the ventilation system that was inherent 
in the basic fabric. 

This sometimes happens to leather, though to a 
lesser degree. The animal hide originally came with 
all its natural pores. However, after going through 
the complex tanning and finishing processes, these 
pores are largly closed up. This cuts off an apprecia- 
ble share of the ventilating system present in the 
original hide. 

Breathability, however, is something much more 
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than the passage of air through a material. It in- 
volves something which the scientists call “moisture 
permeability”:- The process of moisture passing 
through a material. It essentially means absorption. 

Breathability is less a matter of an air ventilation 
system than it is the ability of a material to absorb 
and store moisture until it’s gradually evaporated by 
air. This is one distinctive feature of leather. 

Leather has a “wicking” action during walking. 
Like an ordinary lamp wick it will absorp and store 
moisture. This means that the moisture is not on the 
foot itself to keep the foot hot and clammy. Instead, 
the moisture is now absorbed inside the fibers of the 
leather, and kept away from direct contact with the 
foot. As a result, the foot feels comfortable and 
reasonably dry. 

With every step, and with each flexing of the shoe 
and leather, the wicking action takes place. The 
leather tends to suck in the moisture. 

But what about the so-called ventilating system? 
Well, actually, very little air gets through the leather 
itself. Instead, with each step—each flex or bend of 
the foot—the toplines at the sides of the shoe open 
up a bit, then close as the foot straightens out. This 
creates a very effective bellows system. And, in a 
closed shoe, most of the ventilation comes from this 
source. 

Thus, while the leather is holding the moisture “in 
storage” within its fibers, the bellows system forces 
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enough air into the shoe to evaporate this moisture. 
Between the moisture storage and bellows system, the 
foot is kept dry and comfortable. 

This happens similarly in fabric shoes—though 
there is a much stronger and real ventilation process 
of air actually passing through the weave openings. 

In the case of plastic materials, or vinyl-coated 
materials, these have little or no capacity for water 
permeability. That is, because of their tight coating 
of film, moisture can’t pass through and be absorbed 
as it does with leather. This is why shoes of such 
materials sometimes feel warm and moist on the foot. 

However, any such shortcomings (such as the film 
coating) are very much overcome or nullified if the 
shoe is made over a pattern with cutouts or open toe 
or heel or sides, or is perforated, or has any of many 
varied types of openings, as so many of these shoes do. 

While there is still little or no moisture absorption 
or wicking effect here, there are sufficient openings 
for the moisture to pass through the openings and 
be quickly evaporated. 

We can now recognize that “breathability” consists 
of much more than the customary concept. It consists 
largely of the capacity to absorb and store moisture 
until evaporated, than it is a “ventilating” system. 
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INCORPORA TE? 


Are you interested in saving your shoe store busi- 
ness a cool $1,000 annually? Then give serious con- 
sideration to incorporating, because if your profit 
picture is reasonably high, you can salvage this 
amount of cash on your income tax report by in- 
corporating your business. 

This little arithmetical calculation, as figured by 
one shoe store owner with a net annual profit of 
$33,880 is an excellent example: 

As a single proprietor, with personal and family 
expenses of $10,000, he pays a personal income tax 
en his entire $33,880. So, after substracting the 
usual $4,000 for exemptions, he must report $29,880 
and pays a tax of $9,405. 

But by incorporating, he’s entitled to a salary of 
$10,000 for personal and family expenses, and can 
still deduct the usual $4,000 for exemption, leaving 
him $1,240 personal income tax. 

Now, even though his corporate taxes (30%) on 


net profit comes to $7,165, the total tax is now only 
$8,304 ($1,240 plus $7,165). 
If your shoe store business is a single proprietor- 


‘ship it enjoys these advantages: 


You’re in complete and absolute control of the 
entire operation as a whole. 

®@ You don’t have to dicker with opposing factions. 

@ You don’t have to deal with the divided responsi- 
bilities of others. 

@ Technical questions of law seldom arise in re- 
gard to the continued operation of your business 
because your legal rights are very clearly defined, 
and this includes your position with your agents, 
your creditors, and all other business persons. 

@ You don’t incur any additional financial obliga- 
tions if and when you have business dealings in 
another state. 

If your set-up is relatively small, you pay lower 
taxes by not incorporating. 


Boot and Shoe Recorder 


; 


g 
a 
' 
% 
a 
* 
& 
# 
os 
e 
' 
a 
& 
x 
Lf 
gE 
J 
' 
7 
' 
7 
a 
i 
' 
7 
' 
a 
4 
« 
a 
' 
cs 
7 
a 
a 
e 
' 
* 
e 
a 
a 
z 
a 
e 
t 
J 
& 
& 
® 
' 
' 
s 
i 
4‘ 
' 
a 
£ 
a 
cs 
a 
7 
g 
e 
a 
' 
' 
2 
5 
t 
' 
a 
' 
t 
a 
3 
e 
& 
' 
a 
1] 
' 
¥ 
i 
2 
& 
« 
' 
t 
' 
& - 
J 
i] 
& 
' 
S: 
a 
e 
t 
' 
& 
3 
B 
t 
a 
& 
' 
£ 
a 
& 
a 
' 
g 
g 
e 
J 
a 
t- 
gE 
a 
9 
ion onl 





This is illustrated by one shoe store owner whose 
net profit was $17,000. His personal expenses came 
to $7,000, and his exemption was the usual $4,000. 
Consequently, he reported $13,000, and paid a tax 
of $3,020. 

However, an ‘incorporated store business with a 
net profit of $17,000 pays a tax of $3,600. 

Yet there are these disadvantages: 

@ You are personally liable for all the debts of 
your shoe store to the extent of your entire property, 
both business and personal. This liability cannot be 
restricted in any way, and includes money borrowed 
for improving your business and debts which are 
created by purchasing on credit. This often re- 
stricts the amount you can borrow, because bankers 
and suppliers know that you alone are liable. Hence 
they examine your personal wealth carefully before 
deciding how much credit they can afford to give 
you. 

@ You’re only one person (after all) which means 
that you shoulder all responsibilities. True, you can 
hire assistants. But when they make mistakes, you’re 
the one who’s hurt. 

@ Again, since you are only one person, a serious 
illness can completely derange your business. Your 
death usually ends it. 

A general partnership gains and suffers as fol- 
lows: 

Since each partner has an equal role in the ad- 
ministration of the business, it’s. a distinct ad- 
vantage to divide its operating functions so that 
each person works best at what he does best. De- 
cisions can also be more accurate because two heads 
are usually better than one. Yet there’s this dis- 
advantage: all persons do not always think the same, 
and this can easily lead to fundamental policy dis- 
agreements, especially since so many decisions and 
changes must be made orally. 

When additional funds must be borrowed, a part- 
nership can often get excellent terms because each 
partner must accept full personal liability for busi- 
ness debts. This is a real advantage if the business 
is flourishing. However, it shouldn’t be forgotten 
that should the business fail, each member of the 
general partnership is still fully responsible for all 
debts owed by the partnership—irrespective of his 
own personal investment in the business. 

A partnership isn’t troubled unduly with legal 
problems, because laws which relate to the rights 
and obligations of the business are clearly defined 
as far as dealings with other business people are 
concerned. A partnership can also operate easily 
all over the country, without tangling with the dif- 
ferent laws in the different states. 

Another disadvantage: A partnership is never 
permanent because the continuity of the business 
comes to an end when one of the partners withdraws 
or dies. . 

The advantages of incorporating are various, in 
addition to the tax advantage. 

Corporations have a real advantage over all other 
legal structures as far as the legal liability for the 
debts of the shoe store is concerned because credi- 
tors can force payment on their claims only to the 
limit of the corporation’s assets. This means that 
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a shareholder in the company loses only the cash 
that he’s put into the business. His personal prop- 
erty cannot be touched, even though the corpora- 
tion’s assets aren’t sufficient to meet its financial 
obligations. 

A corporation can attract new money in two dis- 
tinctly different ways: It can borrow on the pledge 
of corporate assets. It can also sell securities to 
the public. This often makes lenders eager to offer 
their money, because they now share directly in the 
profits of the business, through dividends. 

Even though the corporation benefits because so 
many people can invest their money in it, the busi- 
ness isn’t injured by their lack of specialized knowl- 
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edge about the shoe store business. For such in- 
vesting persons cannot bind the corporation with 
their acts, simply because they’ve invested money in 
it. 

As a matter of fact, stockholders need not neces- 
sarily participate in even the policy formation of the 
corporation, although this privilege is sometimes 
granted. 

A corporation can “live forever” in a way that a 
proprietorship and a partnership cannot, because it 
goes on regardless of whether any person or persons 
connected with it withdraw, become insolvent, ill, 
or die. 

In addition, ownership in the business (as repre- 
sented by certificates of stock) may be transferred 
with impunity without harming the operation of the 
concern. 

There are also these important disadvantages: 

It’s a distinctly complicated business to form a 
corporation, because a strictly legal procedure must 
be followed, in accordance with the laws of the par- 
ticular state. These include: 

The organization of a group of responsible persons 
who will become officials. 

The filing of “Articles of Incorporation.” 

The paying of an initial tax and certain filing fees. 

The holding of various meetings to deal with speci- 
fied details of organization and operation. 

When it’s all added up, however, it may be quite 
worth your while to at least investigate the cor- 
porate setup. 





Facts about baby shoes and feet 


The foot is more “different” in 
infancy than at any other time 
in life. Thus it requires more 
specialized understanding and 
handling by the shoeman. Here 
are some facts about baby shoes 
and feet. 


Anatomy of a baby foot 


There are no true bones in a 
baby foot. What later become 
bones (starting about the third 
year) begin as’ soft, gristle-like 
tissue. Hence, at no time in life 
is the foot more impressionable. 
Infancy is the most vital time for 
proper shoes and shoe fit. 

Most babies are born without 
visible arches. The bottom of the 
foot is covered with a thick layer 
of fat. This fat disappears over 
the next two-three years and the 
arch takes shape. 

Toes are extremely mobile in 
infancy. If the mobility and grip 
strength of a baby’s toes were mag- 
nified to adult size, the adult 
toes would be able to bend an 
iron bar. Impede toe freedom in 
infancy and you retard healthy 
development of the entire foot. 

Almost all baby feet pronate. 
This is a natural condition due 
to the undeveloped ankle joint. As 
the child grows, a mild degree of 
pronation is retained. That’s natu- 
ral, too. Only advanced degrees 
of pronation should be “corrected” 
—and then only under medical 
direction. 

Foot growth 

How fast does a baby’s foot 
grow? One well-known study of 
foot growth on a group of quad- 
ruplets followed the change in 
shoe size over a 7% year period. 
These feet grew four and one-third 
inches, an average of two inches 
@ year. 

Is there any “pattern” to foot 
growth? No. Studies show that 
small feet grow in “spurts” rather 
than with a steady increase. The 
time and amount of the spurt 
growth differ with different chil- 
dren. 

Babies grow at a fantastic rate. 
By the 4th month the weight is 


doubled. If this rate continued, 
by age 50 the individual would 
weigh a half ton and be 50 feet 
tall. Baby feet grow rapidly, but 
the rate slows with advancing 
years. 

Children’s feet grow bigger, 
faster. This has nothing to do with 
physical activity (today’s children 
are less active than ever). Today’s 
children are simply bigger in every 





There are no true bones 
in a baby foot... Hence 
infancy is the most vital 
time for proper shoes 
and fit. 





way—due to better nutrition. To- 
day’s 14-year-old is 2% inches 
taller and 20 pounds heavier than 
a similar child of 30 years ago— 
and 5 inches taller and 30 pounds 
heavier than the same-age youth 
of 75 years past. Feet have. grown 
in the same proportion. 


Walking 

A baby starts crawling about 
the fifth or sixth month. By the 
ninth or tenth month it can pull 
itself up in a play pen. By about 
the 14th month it takes its first 
steps. The early baby steps are 
always wobbly, straddle-legged. 

Should a child be urged or 
taught to walk? Never. Some chil- 
dren are naturally late starters 
(heavier children in particular). 
Nature informs the child when it’s 
ready to walk—and no one should 
try to hasten nature. 


Shoes 

Is there a “right” kind of baby 
shoe? Opinion varies greatly among 
doctors, shoemen, parents. But the 
majority of modern medical views 
say this: 

Flexible soles to insure toe-grip 
action. Straight lasts (this is the 


natural shape of all normal feet). 
Broad toe, high and firm toe box 
for maximum toe freedom. Never 
any built-in “supports” (arch lifts, 
extended inner counter, etc.), ex- 
cept by medical prescription. 

Never any special wedging—ex- 
cept by medical prescription. 

High or low shoes? The trend 
continues away from high shoes 
toward low-cuts. More and more 
of the younger doctors are advising 
this—except for special cases. The 
cited reason: high shoes don’t sup- 
port but rather restrict ankle free- 
dom and development. 

As the child gets older, firmer 
soles are advised—to give more 
‘body” beneath a foot that becomes 
more active and shoe-abusive. 


How many pairs? 

If a small child’s foot grows 
an average of two inches a year, 
that’s six full sizes. This means 
that six pairs of shoes per year 
(averaging a full size change per 
new pair) are required. 

How many pairs of infants’ and 
baby shoes are actually purchased 
per capita? About five pairs a year. 
(Note: the statistics show only 
two pairs. But the statistics are 





If a child’s foot grows an 
average of two inches 
a year, this means six 


pairs of shoes are 


needed. 





based on children up to five years— 
whereas the child passes the infant- 
size stage, shoe size 8, at about 
three years. Thus, if you eliminate 
most of the first year, and the 4th 
and 5th years, average per capita 
is around five pairs—still short of 
actual needs for best foot develop- 
ment in keeping with the foot 
growth rate.) 
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...and without any sales help! The attractive TRIMFIT self-service merchandising display features TRIMFIT 
socks and tights for the entire family. Here’s a really great “extra profit” opportunity. Write TRIMFIT today! 
TRIMFIT, Empire State Bidg., New York City 1 / Showroom: 112 West 34th St., New York City 1, Suite 920 
Los Angeles / San Francisco / Dallas / Chicago / Washington, D.C. / Philadelphia / Boston / Toronto 


a TRIMFIT, DEPT.9, EMPIRE STATE BLDG., N.Y. 1 
(J SEND FREE CATALOG 
(J SEND SALES REPRESENTATIVE 


STORE NAME 
ADDRESS 


SOCKS 


Use this coupon for your free catalog. BUYER 
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Here comes Mini... 


New slim, trim 


RIPPLE’ 
Mini-Rib Sole 


Designed especially to 
go with the popular 
stacked heel 


You’ll be hearing a lot about Mini — so better get 
acquainted now! 


Dynamic, diminutive — RIPPLE® Mini-Rib Sole helps absorb 
shock, reduce fatigue, gently propel the foot 

forward — revolutionary advantages that have sold millions 

of women’s casual shoes to date. 


Now — trimmed, slimmed down to a half-sole — 
the new version opens up a whole new vista of styling 
possibilities in fabulous walking shoes and high fashion boots. 





So — why settle for less? 


Get the facts — Phone TUxedo 3-5576 or write today. 


BEEBE RUBBER COMPANY 


Nashua, New Hampshire *TM Ripple Sole Corp. 
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NSF leaders weigh return to Chicago 


Disenchantment with Miami Beach may well send 
the Shoe Fair back ‘home’ next October, causing 
a shakeup in regional show dates. 


Miami Beach lived up to its 
promise as the land of sand, surf 
and sunshine but fell far short of 
being the promised land for the 
National Shoe Fair. Despite 
strong efforts by the city officials 
and hotels to provide all required 
services, a trade show of the size 
and type of the Shoe Fair proved 
just too much to handle. 

As a result, the Shoe Fair may 
return to Chicago in 1962. Next 
year’s site will probably be an- 
nounced in the next few weeks, 
following a poll by the four spon- 
soring associations among their 
members. The Shoe Fair Commit- 
tee voted on the second day of the 
recent show to return to Chicago 
in ’62, but two days later the Fair’s 
administrative committee decided 
to postpone final action for the 
present. 


Mid-October timing? — If the 
show returns to Chicago, it will be 
held Oct. 14-17, about 12 days ear- 
lier than the customary NSF dates 
in that city, but three weeks later 
than the 1961 dates at Miami 
Beach. 

Last month’s show made it plain 
that, while Miami Beach is capable 
of handling smaller-sized shoe 
shows, its hotels are not physically 
set up to accommodate the huge 
and steady flow of traffic in eleva- 
tors and showrooms. Particularly 
on Sunday, traffic flow was badly 
bogged down. Visiting buyers as 
well as exhibitors groused loudly 
with complaints, to little avail. 
Conditions improved on the sec- 
ond and third days, however, as 
buyers in attendance thinned out. 


More complaints—Other factors 
proved targets of complaint. Too 
much heat . . . the distance be- 
tween the five exhibit hotels... 
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the “playground” environment 
(though the wives found it re- 
freshing) ... the inadequacy of 
various hotel services. 

Registered attendance of buyers 
and retailers was satisfactory — 
though appreciably off from Chi- 
cago figures. As expected there 
was a greater-than-usual attend- 
ance of retailers from the south- 
eastern U. S., but a reduction of 
buyers and retailers from the 
West, Midwest and even the North- 
east. There was a notable cutback 
of smaller retailers, though most 
of the larger buyers from all of 
the U. S. came. 


“Learned a lesson” — Said one 
Shoe Fair official at show’s end, 
“We've learned a sound lesson. The 
month-earlier dates were too early 
for many retailers and exhibitors, 
and the location was just not right. 
But now we've got this out of our 
system. The experience has taught 
us all something of real value.” 





It will cost Fair $7,500 
to leave Miami Beach 


The National Shoe Fair, com- 
mitted to a two-year stay in 
Miami Beach, will lose $7,500— 
one year’s fee—to the Miami 
Beach Shoe Show, Inc., if it re- 
turns to Chicago in 1962. 

However, the loss of money “is 
a small point and will not be a 
factor in deciding whether to 
move back to Chicago,” a spokes- 
man for the National Shoe Man- 
ufacturers Assn. said. The pri- 
mary concern, he stated, will be 
the considerable drop in attend- 
ance, “from 7,500 retailers in 
Chicago in 1960 to 3,400 in Mi- 
ami in 1961.” 











As expected, the NSF came 
through as a “looking” rather than 
a buying show. A large number of 
exhibitors agreed that the early- 
date show proved good to test 
fresh ideas on new lines, promo- 
tions, etc. However, some lines— 
especially the women’s fashion 
lines—did very well. Many of 
these exhibitors saw new people 
who don’t ordinarily come to Chi- 
cago. 


Higher prices for 75% — More 
than three-fourths of the exhibitors 
came into the Shoe Fair with 
higher prices—3-5 per cent higher 
on the average. Some had their 
new prices across the board, while 
others spotted increases on selec- 
tive items in their lines. It’s ex- 
pected that a good share of those 
manufacturers who have not 
raised prices, will do so over the 
weeks ahead. Visiting retailers ap- 
peared to express no special con- 
cern regarding the higher prices. 

The return of the National Shoe 
Fair to Chicago in 1962—if it hap- 
pens — and the proposed dates 
(Oct. 14-17) are expected to create 
a major problem for many shows, 
both regional and national, which 
adopted earlier dates of their own 
following the updating of the Shoe 
Fair to September. If the Fair 
moves into the mid-October dates, 
many of the other shows will have 
to reshuffle their timing. 


Chicago-N. Y. conflict—For ex- 
ample the 1962 Shoe Fair in Chi- 
cago would precede the New York 
Shoe Fair (formerly the Popular 
Price Shoe Show) by just three 
weeks (the New York show is 
scheduled to open Nov. 4). If 
these dates remain as at present, 
both shows are certain to feel 
some loss of attendance due to 
their proximity. It’s expected that 
an announcement concerning ad- 
justment of dates for the second 
Shoe Fair (in New York) will fol- 
low, if the other show moves. 

Some regional shows would 





also be expected to announce new 
dates. 

The original Miami Beach Shoe 
Show would be resumed, with 
dates falling about the third week 
in September, and would regain 
its status as a well attended re- 
gional event. 


Miami’s revelations — But the 
Great Experiment is now over. 
Some hard lessons have been 
learned: Miami Beach is ideal for 
a regional show but unsuited for 
a national shoe show. The Sep- 


tember dates are ideal for some 
lines—such as resort, fashion and 
the like—but too early for many 
others, perhaps for the large ma- 
jority. Attendance is greater if 
the national show’s location is cen- 
tered geographically. 

The Experiment did not resolve 
all problems. No shoe show in- 
volving such a large number and 
wide variety of lines and interests 
can be expected to be ideal for all. 
But most exhibitors and buyers 
felt that a return to the former 





~ Bass retailers have ae 
selling them for 
many years! 


New concept our hat! But it is a fine pro- 
motional idea, so if you’re excited about it, 
carry it to peak profits with the line that’s 
already promoted ...the best known, na- 
tionally advertised Cold Weather Casuals 
—— Bass Outdoor Footwear. For instance: 


Bass Cabin Boot — #2731 


A tried and true favorite . 
leather ankle boot with full | 
shearling lining . 
Cush-N-Crepe sole and heel. 
In brown or black. 


The NEW Bass Sugarloafer—#3721W 


Fashion takes over with this new, 
slim boot, in deep black, soft, 
supple leather with full leather 
lining. It’s back-zippered, 

and has a fine-rib sole with 

just a bit of heel rise. 


The year-round classics . . . 734 for 
men — 324W for women. A true 
moccasin, with double leather soles 
to insulate against the cold. Brown, 
black, Cordovan calf. Leather or 
rubber heel. 

Other styles, of course, and for 
women as well as men. Write today 
for full information. 


Originators of Weejuns* 


6. H. BASS & CO., Dept. BS10, Wilton, Maine — 614 Marbridge Bldg, N.Y.C. 1, N.Y. 
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location, plus a reasonable adjust- 
ment in the timing, would bring 
the Shoe Fair as close to the happy 
medium as can be expected. 


Rival Dallas show flops, 
but encore is planned 


The new Dallas Spring Shoe Fair 
opened Oct. 1 and closed Oct. 3 
with no traffic and no exhibitors. 

The lone display room at the Mar- 
riott Motor Hotel, which had re- 
placed the larger Dallas Trade Mart 
as the show’s site, was that of Gina 
Footwear Corp., operated by the 
show’s independent sponsors, Ben 
Berwald and Ralph Shanks. 

“They apparently put us out of 
business this time,” said Berwald, 
in an obvious reference to the 
Southwestern Shoe Travelers Assn., 
sponsor of the traditional Dallas 
shows. “But we are going ahead 
with our second show, Oct. 29-Nov. 
1,” he insisted. “Our plans for fu- 
ture shows are just as we an- 
nounced them last spring. Our dates 
are firm.” This includes shows set 
for spring and fall 1962. 

If there are enough exhibitors, 
the Oct. 29 event will be held at 
the Trade Mart, Berwald said. 
Otherwise, it will be at the Marri- 
ott. 

The SWSTA Spring Shoe Fair is 
also set for Oct. 29-Nov. 1, in down- 
town Dallas. 


Price hikes smaller than 
expected at Chicago mart 


by EDWIN J. KNUDSEN 


Perhaps the most surprising fea- 
ture of the Midwest Shoe Travelers’ 
spring show in Chicago early this 
month was the comparatively slight 
increases in prices. 

Although some of the smaller 
manufacturers hiked their tags 
some 5 to 6 per cent, the average 
increase came to only 2 per cent. 
Many producers even maintained 
the status quo on prices in order 
to keep within their pre-set brack- 
ets. 

Exhibitors who did mark up 
their prices were impressed with 
the calm acceptance with which 
buyers met the situation. Buyers 
were forewarned and came to the 
show expecting price hikes. 
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Men’s rise more — Price rises 
among men’s lines were somewhat 
higher—amounting to 8 per cent in 
some styles. There was consider- 
able ordering of gored slipons in 
buffalo leather for the young men’s 
trade. Two- and three-eyelet mocs 
were the favorite for older men. 

Squared and crescent toe styles 
were very successful, especially in 
18/8 heel heights. 


Comeback for Chicago? — The 
prevailing opinion among exhibi- 
tors was that Chicago is regaining 
status as a show center. Several 
manufacturers who did not plan 
to exhibit at the Chicago Shoe 
Show Oct. 22-25 have now made 
reservations for the event. Others 
would follow if it were possible to 
obtain space at this late date. 

Most of the retailers at the Mid- 
west Travelers’ show stated flatly 
that they will attend the Chicago 
Show, the “regional” event being 
sponsored by the National Shoe 
Manufacturers and National Shoe 
Retailers Assns. on the dates orig- 
inally set for the National Shoe 
Fair before it shifted to Miami 
Beach. 

Attendance at the Midwest 
showing was described as above 
expectations. 


600 lines due at SWSTA 
show starting Oct. 29 


More than 600 footwear lines will 
be displayed at the Dallas Spring 
Shoe Fair, Oct. 29-Nov. 1, under 
sponsorship of Southwestern Shoe 
Travelers Assn., Inc. The Design- 
ers Shoe Guild again will take over 
one floor of the Adolphus Hotel for 
exhibit rooms, according to Paul 
Schroeder, SWSTA secretary-man- 
ager. The Baker and Statler Hilton 
Hotels will also house exhibits. 

Marvin McLellan, a popular 
speaker from Lexington, Miss., will 
entertain some 1,500 retailers at the 
traditional Monday morning break- 
fast at 8 a.m. in the Adolphus ball- 
room. On Tuesday night, Oct. 31, 
a dinner-dance will be held for the 
visiting dealers in Adolphus ball- 
rooms. 

SWSTA will hold its annual din- 
ner-meeting and election of officers 
Saturday evening, Oct. 28, in the 
Adolphus, with President Cecil R. 
Ballard in charge. 
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Canadian shoe industry appears headed 
for peak year... and optimism marks Fair 


by ESTELLE G. ANDERSON 


All indications point to 1961 as 
the record year for the Canadian 
shoe industry. It will top the previ- 
ous highs of 1959. 

Production has been increasing 
steadily and the first six months of 
1961 showed a 4.5 per cent gain 
over last year. In 1959 total shoe 
production was 46.5 million” pairs. 
In ’60 it dropped to 45.7 million 
pairs but in ’61 it is expected to 
reach 47.5 million. Distribution has 
managed to keep pace and should 
amount to $171 million. 


The reasons why—For a pop- 
ulation of 18.7 million, this adds up 
to a healthy industry. Introduction 
and acceptance of new styles as well 
as increases in the number of 
places where people can buy shoes 
have been responsible for this im- 
proved picture, observers say. 

This progressive and optimistic 
outlook prevailed at the Canadian 
Shoe and Leather Fair in Montreal 
on Oct. 1-4. And on the first day 
alone, registration exceeded 2,700, 
an increase of 37 per cent over last 
year. 


Favorable prospects—Dr. C. K. 
Herz of Bata Shoe Co. of Canada, 
Ltd., chairman of this year’s Fair, 
said the outlook for spring ’62 is 
bright. 

“Our economic picture has im- 
proved. Employment is up and dis- 
tribution of footwear is increas- 
ing.” 

The trend in leather prices has 
been upward, especially in calfskin 
where the increases have ranged 
from 20 to 25 per cent. This will 
be reflected in price increases for 
spring shoes of some 3 per cent in 
women’s and 5 per cent in men’s. 


Wider last for men — At the 
men’s shoe clinic, a Fair feature, 
the feeling was voiced that the style 
tendency in this category is toward 
a little wider last. The British look 
will be acceptable but manufactur- 
ers must not get away from the 
slim, trim look. 

At the women’s style clinic, the 
important question was: What 
about toes? It looks as though 


spring ’62 in Canada will tend to- 
ward 50 per cent pointed toes, 35 
per cent crescent and 15 per cent 
squares. Canadian women, espe- 
cially the French-Canadian element, 
are very fashion-conscious. They 
will accept fashion faster than any- 
one else. 


American influence faded—Can- 
ada used to be influenced 100 per 
cent by American style trends, but 
no more! Malcolm Knox, vice-presi- 
dent of Aird & Son and chairman 
of the Shoe Information Bureau of 
Canada, says, “Canadian women ac- 
cept fashion faster than American 
women. They have been given an 
opportunity of faster developments. 

“Since the advent of the fine toe 
I think that the fact that Canadian 
imports of American shoes have 
dropped by 75 per cent over the 
past few years is indicative of this 
fact.” 


Praise for discounting — Fea- 
tured speaker at the show’s “Early 
Bird Breakfast” was Harry S. W. 
Schacter, president of Sayvette, 
Ltd., Canada’s new discount depart- 
ment store chain, which recently 
opened its first store in Toronto. He 
indicated that the discount form of 
retail distribution is destined to 
make severe inroads on other types 
of retailing because it is stripped 
down to essentials and gives the 
consumer the most for his money. 

William A. Rossi, executive edi- 
tor of BOOT AND SHOE RECORDER, 
speaking at the Shoe Industry Sup- 
pliers Assn. meeting, pointed up the 
dynamic new role of the shoe sup- 
plier before a capacity audience. 


160 to display at Boston 


Some 160 exhibitors will display 
at the Boston Shoe Travelers’ 
Assn. showing Oct. 29 to Nov. 1 
at the Parker House, Boston. 

Howard Harrison, president of 
the association, and New England 
sales representative for Natural- 
izer shoes, said the show is ex- 
pected to bring more direct buy- 
ing action than in many seasons. 
He attributes this forecast to the 
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strong upsurge expected in spring 
shoe business “and the vigorous 
return of retailers to the buying 
markets.” 

An estimated 42 million pairs 
of shoes valued at $270 million 
(retail) will be sold throughout 
New England in 1962, show of- 
ficials say. 

The show will include a dinner, 
dance and entertainment on Tues- 
day night, Oct. 31. 


NSRA elects officers; 
Z. A. Joseph is president 


Z. Albert Joseph, president of 
Joseph Salon Shoes, Inc., Chicago- 
headquartered chain, is the new 
president of the National Shoe Re- 
tailers Assn. Elected in Miami 
Beach, he succeeds Louis Liebson, 
executive vice-president and a di- 
rector of Edison Brothers Stores, 
Inc. 

(For more about Joseph, see 
“Profile,” page 33.) 

Other officers are: regional vice- 
presidents, Steve Yeager, Steve’s 
Shoes, Inc., Kansas City, Mo.; Sher- 
man Hinkebein, Baynham’s Shoe 
Co., Evansville, Ind.; Irving D. 
Brown, Coward Shoe, Inc., New 
York, and L. E. Tuffly, Krupp & 
Tuffly, Inc., Houston; and treas- 
urer, William Scheft, H. Scheft Co., 
Boston. 

Edward J. McDonald continues as 
executive vice-president and Mrs. 
Thelma Hennessey as executive sec- 
retary. 

Newly elected directors, who will 
serve three years, are: Paul M. 
Cairns, Jr., Rich’s, Inc., Atlanta; 
Lewis D. Hirschler, Hofheimer’s, 
Inc., Norfolk, Va.; E. M. Laurent, 
Cain-Sloan Co., Nashville, Tenn., 
and Joseph J. Shell, Shelbro, Inc., 
Mt. Vernon, N. Y. 


Miami group elects 


Jack Rauch has been re-elected 
president of the Miami Beach Shoe 
Show, Inc. He is with Monica 
Shoes, a division of Fredelle Foot- 
wear, Inc. Morris Segall of Vogue 
Shoe, Inc., was re-elected vice-pres- 
ident and Vincent Bush of Palizzio, 
Inc., treasurer. 

This organization sponsored the 
annual Miami Beach showing be- 
fore the National Shoe Fair moved 
into the same timing and location. 
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Watson urges better image for independent 


The executive vice-president of 
the National Shoe Manufacturers 
Assn., citing the “basic impact” of 
discounting on the independent 
retailer, called for a more exact, 
publicly announced definition of 
the independent’s traditional image. 

“The independent retailer should 
distinguish his store from the low- 
margin store by making it a head- 
quarters for quality, style, per- 
sonal service and top brands... 
and hesshould be sure to advertise 
it as such,” Merrill A. Watson 
said. He cited an NSMA survey 
of 50 typical shoe company sales 
managers who, it was learned, be- 
lieve that a lack of merchandising 
know-how is the main reason why 
many factory salesmen and inde- 
pendent retailers are not doing 
better. 

“The retailer can’t decide what 
his image is,” the NSMA executive 
said. “He buys too many styles 
from too many suppliers, and 
doesn’t have depth in size.” 

Watson spoke Oct. 9 during the 
West Coast Shoe Travelers’ show 
in Los Angeles. He cited “four 
fundamental problems of the shoe 
industry: 

© Over-capacity: The 800 to 900 
shoe manufacturing companies can 


turn out more pairage than needed. 
While 17 to 18 companies a year 
have failed each year for the last 
10 years, each one is replaced by 
a new company. In the last few 
years, none was lost. 

© Under-capitalization: Very lit- 
tle capital is needed to enter the 
shoe manufacturing business, 
Watson said. But while a small 
company can produce a good living 
for the principals, there may be 
no profit. 

© Lagging technology: Up to 
1955 the responsibility for ma- 
chinery was in the hands of the 
lessor, Watson said. But now “we 
are beginning to speed up changes 
in technology, work transport and 
the combining of operations.” The 
industry is on the “threshold” of 
changes in technology. 


e A revolution in retailing: The 
growth of volume and now dis- 
count retailers has had a strong 
impact on independent retailers. 
Watson called for a closer rela- 
tionship between brand manu- 
facturers and independent retail- 
ers and wider use of modern mer- 
chanding methods to offset the 
efficiency of volume manufactur- 
ers and volume and discount re- 
tailers. 


100 of Robert Hall’s 350 units introduce footwear 


One hundred Robert Hall cloth- 
ing stores are now selling shoes. 

Martin Uhlfelder, head of mer- 
chandising and buyer for shoes and 
shirts, says, “Sales of shoes in the 
stores are proceeding according to 
our plans.” 

All the departments utilize exist- 
ing floor space in the stores, offer a 
wide selection of styles, and are 
laid out for self-service selling, 
Uhlfelder says. Only one price line 
for each category of shoes is of- 
fered: men’s sell for $6.99, boys’ 
for $4.99. 

All of the stores are in the New 
York metropolitan area and the 
Midwest. The 100 units were se- 
lected for shoe departments accord- 
ing to a prearranged plan, Uhl- 
felder says. 

Until now the shoes have not 
been advertised, but plans are being 
made to do so in the future. 


Will the other 250 Robert Hall 
stores carry shoes in the future? 
Uhlfelder declines to answer. 

Uhlfelder, who has been with 
Robert Hall for 14 years, was for- 
merly the company’s eastern re- 
gional manager. 


EJ to operate Davega 


athletic footwear units 


Endicott Johnson Corp. will sup- 
ply the stock and Davega Stores 
Corp. will provide the personnel, un- 
der an agreement for EJ operation 
of athletic footwear departments in 
the 25-unit chain, a Davega spokes- 
man said. 

Davega thereby transfers respon- 
sibility for stock investment to 
Endicott Johnson, while EJ gets ex- 
clusive distribution through a chain 
whose shoe sales have been soaring. 
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EJ will supply footwear that meets 
the specifications of Davega’s Ted 
Isaacs, who will be merchandise 
manager of the operation. Isaacs is 
buyer of sports goods, including 
shoes. 

The operation will be under the 
general supervision of Robert Mills, 
general merchandise manager of 
Endicott Johnson’s athletic foot- 
wear division. 


Discount merchandising 
is NRMA seminar theme 


Pacesetters in the discount store 
field will discuss their profit-mak- 
ing techniques at a 24%4-day “Semi- 
nar on Profitable Discount Mer- 
chandising and Operations,’ Mon- 
day to Wednesday, Nov. 6-8, at the 
Commodore Hotel, New York. It 
will be sponsored by the National 
Retail Merchants Assn. 

Dates of the seminar coincide 
with those of the National Shoe 
Fair of America, also in New York. 

Three morning and two after- 
noon sessions are scheduled, each 
featuring presentations by author- 
ities in the discount field. Also 
slated are five “shirt-sleeve ses- 


, 


sions,” each conducted by a panel, 
on Monday and Tuesday evenings. 
In all, some 48 prominent figures 
in the growing discount field will 
take part. 

Keynote speaker at a Monday 
luncheon will be Stephen Masters, 
president of the Masters, Inc., 
chain, who will talk on “The Chal- 
lenges and Opportunities of Mass 
Retailing.” 

Themes of the five principal ses- 
sions will be: “Getting into the 
Discount Business” ; “Operating the 
Store”; “Discount Merchandising” ; 
“How to Promote Sales” and “The 
Store and Its People.” 

Registration fee for the entire 
seminar is $50 (if paid in advance; 
otherwise $55). For one day only, 
the fee is $20. Advance registra- 
tions are being received by E. L. 
Baab, Seminar Coordinator, NRMA, 
100 West 31st St., New York 1. 


‘Basic storekeeping’: 
An answer to discounter 


A return to “basic storekeeping”’ 
has been offered by Snellenburg’s, 
Philadelphia department store, as 
a panacea for many of the problems 


retailers are now facing. 

A store spokesman says retailers 
can beat competition from discount 
dealers by promoting things that 
are sometimes taken for granted. 

Some retailers, he declared, get 
lost in making sure they have all 
the colors and styles on hand—and 
then discover they don’t have the 
necessary assortment of sizes. 

At his store, where discount buy- 
ing has made some inroads into 
sales in the first-floor women’s de- 
partment, plain opera pumps are 
promoted once a month. 

Through newspaper ads, a cus- 
tomer is offered a free pair of shoes 
if she finds that the department 
store does not have her size in the 
advertised opera pump. 

The promotion, which is in its 
fourth month, is directly responsi- 
ble for the sale of at least 275 
pairs of the opera pumps, at $10.99 
a pair. 

The spokesman said a customer 
will go back again and again to a 
store where she is likely to find 
her size in stock. No one yet has 
caught his store with a size out of 
stock. 








AttttCCsaye 


an ALL NEW FORM 


for today’s casuals at less than 


half the former price! 


a 


The slim Fairy “Princess” 


is an all new form. This new 
full form features undercut 

at arch, natural toe spring, full 
sole and fashionable pointed 
toe, at a spectacular low 

price now made possible 

by our dramatic new 
manufacturing 


process. 








See what the Fairy “Princess” 
will do for your shoes. 





New York City AUBURN, N. Y. 


Write today for freesample. | GS HOE FORM Co. INC. 


St. Louis, Mo. 


IN CANADA: WILLCO INDUSTRIES LTD., MONTREAL 
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Newberry stores stress 
service in shoe selling 


J. J. Newberry variety stores are 
offering the full range of services 
in their shoe departments and 
training their personnel in an effort 
to be the center attraction in their 
small-town locations. 

The company is “just getting 
started and has big plans” in shoe 
merchandising, a spokesman said 
recently. Newberry stores feature 
shoes for the family from $2 to 
$15 and offer facilities—10 to 20 
chairs—for trying them on. 

The aim is to offer enough serv- 
ice, enough selection to be consid- 
ered a junior department store. 

“We are trying to get away from 
rack display,” the spokesman said, 
“but bargains adaptable to self- 
service will continue to be an at- 
traction.” The added selling cost, 
he said, will be more than compen- 
sated for by the added volume. 

One mainstay of sales for New- 
berry’s is in fabric-topped shoes 
for men, which are getting to be a 
bigger year-round seller, since 
corduroy is peplneing canvas in 


winter footwear. 

The company is keeping its lower- 
price, self-service shoes in base- 
ment operations. It breaks down its 
price line offerings in the following 
way: In children’s wear, down- 
stairs—up to $3, upstairs—$3 to 
$8; in men’s shoes, downstairs—up 
to $7, upstairs—$10 to $12; and in 
women’s shoes, downstairs—up to 
$4, upstairs—$4 to $15. Brand 
name merchandise is sold upstairs 
only. 

“We expect a terrific increase in 
our shoe business,” Newberry’s 
spokesman said, and “although dis- 
counting will not do us any good, 
it won’t do us any more harm than 
any other kind of competition.” 

Newberry’s formula for meeting 
the discount challenge: full service 
range, beautiful stores and large 
selection. 


Big New Orleans store 
becomes discount mart 


Grayson- Robinson Stores, Inc., 
has converted the Kaufman De- 
partment Store in New Orleans to a 
discount operation and expects to 


double its sales volume within a 
year. 

The store, which opened with an 
elaborate fanfare recently, will be 
called the Darling Discount Depart- 
ment Store. It is the first discount 
store to be opened by Grayson- 
Robinson, operator of 27 leased 
women’s and children’s apparel de- 
partments in discount operations, 
and owner of 51 per cent of the 
common stock of A. S. Beck Shoe 
Corp. 


By year’s end, the chain’s dis- 
count operations—both leased de- 
partments and the one store—will 
number 52 units. These units are 
expected to mean $40 million in 
sales annually. 


The New Orleans store, which is 
being promoted heavily as the “Big 
D,” will be the largest discount 
operation in that area. A com- 
plete shoe department on the main 
floor will be wholly self-service and 
will handle a medium-price line, a 
Grayson-Robinson spokesman said. 
The three-story store, at 1712 
Dryades St., will replace a Darling 
Store, which has been located in 
New Orleans for 22 years. 
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black glove leather, 
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Alpine shoes give you 


EXTRA PAIR SALES as 
Christmas gifts 


Brooks official Alpine shoes have proven themselves as popular 
Christmas gift items, ideal to give you those extra sales when 
you need them! Every boy wants a pair, and their promotion as 
a gift item during the holiday season really pays off! Famous 
Brooks quality brings the boys back for all of their shoe needs. 
All styles IN-STOCK for immediate delivery! 


See us at the Chicago show, room 830 Palmer House 


THE WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO 


“World’s largest independent manufacturer of boy’s welt shoes’’ 


#8635, Black 
smooth Welling- 
ton, B, 4-7; D, 3-7. 


#6409, Nat- 
ural Rawhy, 
cork sole, raw- 
hide laces, B, 
4-9; D, 2-9. 


Write for 
IN-STOCK 
catalog today! 
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Oval toe look featured 
in Dior-N. Y. collection 


Heading home to France from 
Dallas, where he received the Nei- 
man-Marcus fashion award, famed 
designer Roger Vivier stopped off 
in New York to present the new 
Christian Dior-New York shoe col- 
lection. 

The big news was his new shape 
for spring: an elongated, flattened 
oval toe on chunky middling heels. 
These looked especially well in 
seamless, beautifully proportioned 
pumps, done in reptiles, patent, 
tweeds and smooth leathers. 

Only two square-toe styles, one 
so narrow it looks almost pointed, 
are featured for spring. 

Backs are opened up on a couple 
of styles, including a spectator. 


Vivier also showed some of his 
sensational current French shoes, 
which may be custom-ordered in 
this country. 


Pointed toe still on top 
at Los Angeles preview 


The Los Angeles fashion press 
was given a preview of the wares 
that southern California shoe re- 
tailers will offer their women cus- 
tomers this fall and winter, in a 
fashion show preceded by a lunch- 
eon sponsored by the Los Angeles 
Shoe Retailers’ Assn. 

The pointed toe in its variations 
still claimed the spotlight as at- 
tractive models paraded a carpeted 
runway, displaying a stunning col- 
lection of “new look” footwear for 
business, campus, after-five and 
formal wear. The crescent toe 
shape proved a second-place fav- 
orite and, according to commenta- 
tor Dorothy Day, already has 
found an important position on 
the L.A. footwear fashion scene. 


Squares limited — The square-toe 
style, in this showing, was con- 
fined to flats and casuals. Making 
a surprise debut was a new open- 
toe, sling-back peau de soie cock- 
tail pump with a wineglass heel 
which, the commentator predicted, 
may be the forerunner of a new 
“open shoe” trend. 

Glowing colors, style innova- 
tions and imaginative designing 
in evening footwear gained spon- 
taneous applause. One pair of 
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formal opera pumps was com- 
pletely covered with hand-set col- 
ored rhinestones. Colored pigskin, 
cleanable with a damp cloth, poly- 
patent in vintage shades, and sili- 
cone-glazed reptiles were among 
the notable features introduced in 
the show, which emphasized the 
importance and availability of a 
complete shoe selection in the 
wardrobe of the _ well-groomed 
woman. 


Mandel in charge — Leonard 
Mandel, president of the associa- 


tion and owner and operator of a 
chain of women’s high-fashion 
shoe stores in the Los Angeles 
area, was host at the luncheon. 
Participating retailers also in- 
cluded Innes Shoes, I. Miller, 
C. H. Baker, Gude’s, Kinney Shoe 
Stores and Wetherby-Kayser. 


Gimbels in major push 


Freeman Shoe Corp.’s Contour 
Cushion line for men is the subject 
of a major fall campaign at Gim- 
bels, Philadelphia. The department 
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store is promoting the line with ex- 
tensive newspaper advertising, 
point-of-purchase display material 
and: fitting stool demonstrators. 
Also on the ‘agenda: -a four-day 
visit to Gimbels by Freeman rep- 


resentative Robert C. Roth-to as- 


sist in selling, fitting and answer- 
ing customer requests. 


Stamp plan a winner 


A “redeeming stamp” promo- 
tion, begun by Capezio, Inc., New 
York, in 1959, has brought “ex- 
cellent results,” a company spokes- 
man says. The promotion has been 
a “great encouragement” to repeat 
purchases of Capezio shoes and has 
appealed to women of all ages, al- 
though the appeal basically is to the 
younger set. 

The promotion works this way: 
every time a woman purchases a 
pair of Capezio shoes, she receives 
a redeeming stamp and a stamp 
book. There are 10 prizes for which 
she can redeem her stamps. They 
range from an autographed picture 
of “Polka-Dotta,” a Capezio charm, 
for one stamp, to a 34-in.-high shoe 
bag, for 10 stamps. 


Free coffee, free shines 
attract Atlanta males 


New life is being put into the 
men’s retailing field in downtown 
Atlanta by Freeman Shoe Corp., 
With -some new merchandising 
gimmicks which are being tried as 
an experiment and if successful 
may be adopted elsewhere. 

Freeman has needed a good out- 
let in Atlanta’s financial district 
for some time. To get the kind of 
outlet wanted, the company has 
opened the Seville Shop, which 
sells nothing but shoes and men’s 
hats, along with a small line of 
men’s accessories. 

Not only Freeman shoes are 
carried, but the Stetson line as 
well. 


Hat portion leased—A portion 
of the store has been leased to 
Resistol hats and a wide line of 
men’s toppers is being carried 
on the theory that a man who buys 
shoes is apt also to buy a new hat 
to go with them. 

This is the first store of its kind 
for Freeman. Men in the down- 
town district are being encouraged 


to use the store as “headquarters.” 
A shine boy is kept on duty dur- 
ing store hours to give the drop- 
ins a free fresh polish. In addi- 


tion, a coffee bar has been in- 
stalled and the gents are being 
éncouraged to drop in any time for 
a free cup. - 


First company store—Freeman 
has had a number: of outlets in 
downtown Atlanta during the past 
years but this is the first local 
store for the company. Previously 
men’s haberdashery stores have 
carried the line. 

The merchandising gimmicks 
being used by Freeman are the 
second such innovation for the 
downtown area. Just a block away 
Florsheim’s store has an antique 
barber shop in the rear. It is an 
exact reproduction of a shop at 
the turn of the century. Cus- 
tomers desiring tonsorial work 
enter through the shoe store. 


Chain sales up, units too 


The leading shoe chains showed 
composite sales gains of 5 per cent 
for August and 1.5 per cent for 
the first eight months. Kinney, 
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SUPPORTIVE CONSTRUCTION 


© Long Inside Arch Support Counter 
© Thomas Heel © Steel Shank © Oak Sole 


BLACK NYLON 
VELVET BAL 
OXFORD, 
BLACK 


BLACK NYLON VELVET 


in both SUPPORTIVE and REGULAR constructions 


Black Nylon Velvet is this year's fastest, most attractive, big and little an 
girls’ shoe! To be sure you're never caught short, Altschul's famous 


IN-STOCK service is ready to ship your order as soon as it's received. 


Now .. . you can offer your “young miss’ customer the up-to-the- 
minute fashion she wants PLUS truly fine footwear: flattering Black 
Nylon Velvet, crafted by Altschul's expert shoemakers on exclusive 
Altschul lasts. And—Mother will appreciate their splendid fitting 
qualities, too. 


MI7I "'R-ex": 

B-EE 12'/2-3 

LI7! “'R-ex"': AA-A 

5-10; B-C-D 4'/2-10, E 4!/2-9— 
all with Taper Toe Last 








Pre-tested across the country, Altschul’s Black Nylon Velvet will bring 
you profits. ..now... thru Winter . . . and far into Spring. 





REGULAR CONSTRUCTION 


(not illustrated) 

Black Nylon Velvet Blucher Oxford, Black 
Smooth Eyestay, French Corded Quarters, 
Spring Heel 
F102: 6!/2-8 B-EEE Ci02: 8!/.-12 B-EEE 
Black Nylon Velvet Bal Oxford, Red and Pat- 
ent Side Chevrons, Taper Toe Last 
M102: 12!/2-3 B-EEE 


Call, or mail, your order in today . . . for both Supportive and Regu- 
lar constructions. We'll ship at once! You'll re-order soon! 
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be sure to see us at the 
CHICAGO SHOE FAIR October 22 thru 25 
PALMER HOUSE 


SHOE SHOW OF AMERICA in New York City 
November 5 thru 9 
SHERATON-ATLANTIC HOTEL 





CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 
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Melville, Edison Bros. and National 
Shoes are represented in these fig- 
ures. 

The Tanners’ Council of Amer- 
ica, however, in analyzing the to- 
tals, said the number of store units 
operated by these chains was 7 per 
cent greater in August than a year 
before. 


Butler’s to add 27 to 32 
units by middle of 1962 


The 214-unit Butler’s Shoe Corp. 
chain expects to open 12 additional 
units in the six months ending 
Dec. 31, including both the conven- 
tional and discount types. Fifteen 
to 20 more units are planned for 
the first six months of 1962. The 
company’s program calls for 25 to 
30 new stores and departments an- 
nually. 

Chairman D. L. Slann and Presi- 
dent I. D. Shapiro presented this 
outlook in the company’s annual 
report. They said 11 new stores 
were opened in the fiscal year ended 
June 30. During the year Butler’s 
also acquired JTS Inc., operator of 
25 leased shoe departments in dis- 
count department stores. More such 
departments are now being added. 

With JTS operations included in 
the totals, Butler’s sales reached a 
record high in fiscal 1961, rising 7.2 
per cent to $29,943,283 from $27,- 
926,918. Net income decreased 11 
per cent, however, from $986,369 to 
$874,504. Net earnings per com- 
mon share were 97¢ compared with 
$1.16 in 1960. 


I. S. appoints Sullivan, 
eyes regional meetings 


Sam Sullivan, Laredo, Tex., re- 
tailer who was a founder and the 
first president of Independent 
Shoemen, was unanimously elected 
honorary chairman of the board of 
directors of the I. S. organization. 
The directors met in Miami Beach 
before the National Shoe Fair. 

John Esch of Leverenz Shoe Co., 
Sheboygan, Wis., was appointed 
chairman of the nominating com- 
mittee of I. S. He is forming a 
group which will present nomina- 
tions for six directors to be elected 
at the annual membership meeting 
Nov. 6 in the Vanderbilt Hotel, 
New York. 

Proposed by the board to be 


October 15, 196! 


voted on in November is a plan for 
holding a series of regional meet- 
ings throughout the country in the 
next year: eastern, midwestern, 
southern and West Coast. 


An I. §S. speakers’ bureau to be 
comprised of manufacturers, retail- 
ers and travelers is accepting ap- 
plications. They may be sent to 
Ben L. Finn, executive director, 
Box 7164, Philadelphia 17. Speak- 
ers will be made available to local 
independent shoe groups. 


RETAIL EXPANSION 


GallenKamp chain moves 
offices, names buyers 


Executive and buying offices of 
GallenKamp Stores Co., popular- 
price California family shoe chain, 
have moved to larger quarters at 
8300 Santa Monica Blvd., Los 
Angeles. Former offices were at 
535 S. Broadway in downtown Los 
Angeles. 

The new facility occupies two 
floors of a recently constructed 
three-story building, and covers 
approximately 20,000 sq. ft. 

With the opening of the enlarged 
headquarters, Board Chairman S. 
Joseph Blatt also made known sev- 
eral personnel changes and addi- 
tions within the organization, as 
well as plans for three new stores 
in California. 


New buyers and their depart- 
ments are: Joseph Yukelson, water- 
proofs, house slippers, hosiery and 
findings; Gilbert Friedberg, novel- 
ties and women’s play and arch 
shoes; Jack Z. Kay, children’s and 
sport shoes; Charles Pratt, men’s 
dress and work, big boys’ and little 
gents’ shoes; Allen Musoff, tennis 
and casual shoes, and handbags; 
and Morris Blatt, athletic shoes 
and children’s play and dance shoes. 


New GallenKamp stores were 
scheduled for October opening at 
Grossmont Shopping Center, San 
Diego; Mills Center, Sacramento, 
and Westgate Shopping Center, 
San Jose. 

- os * 

Gimbels’ downtown Milwaukee 
store has unveiled a Town and 
Country Shoe Shop for girls who 
find children’s shoes too young 
and women’s shoes too old for 
their needs. The shop, adjacent to 
the third-floor children’s shoe de- 
partment, specializes in fashion- 
wise styles in flats, little heels and 
high heels. 

a o e 

Powers, Minneapolis department 
store, has opened a women’s bud- 
get shoe shop featuring the Cotil- 
lion line. The new shop, on the 
main floor, will cater to the young 
working girl, according to Harry 
Korsh, buyer and department man- 
ager. 


11 retailers sell shoes in $75 million Houston center 


First-year sales are expected to 
approximate $75 million in Hous- 
ton’s mammoth new Sharpstown 
Shopping Center, which features 
20 acres of shopping space under 
one roof. Gaining a share of these 
dollars will be six shoe stores and 
five department or specialty stores 
with shoe operations. 

The $30 million shopping com- 
plex features the Southwest’s 
largest air-conditioned shoppers’ 
mall, a 45,000-sq.-ft. arcade lined 
with 45 stores (with more to 
come). The main mall is 50 ft. 
wide and almost three blocks long. 
Connected to it are cross-malls 
and sub-malls, also lined with 
stores. 

Even on Sundays and holidays, 
the malls will be air-conditioned 
and lighted 24 hours a day for 
browsing. 


The showplace center, which 
opened on schedule last month 
despite the effects of Hurricane 
Carla, is built on an 80-acre site. 
Throughout the center there is a 
paging and broadcast system with 
continuous hi-fi music. 

The six shoe stores include: 

® Chandler’s: The chain’s third 
Houston store features a 20-ft. x 
6-ft. lobby with sliding doors 
leading into the store. 

@ Baker’s: Built at the other 
end of the mall from Chandler’s, 
the store is Baker’s fourth in 
Houston. It has a 60-ft. front, 
140-ft. depth. 

© Florsheim Shoes: This store, 
Florsheim’s second in Houston, is 
one of the first four Florsheim 
units in the country to be built in 
a suburban shopping center. 

¢® Flagg Bros.: The 1,500-sq.-ft. 
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unit has a center location along 
the main mall area. 

® Margolis Shoes: The 20th and 
largest store of this Texas chain 
is designed to create three sepa- 
rate departments, each with its 
own distinct atmosphere. 

® Schiff’s: Store No. 7 for this 
chain in the Houston area also 
offers separate departments for 
men, women and children. 

Also carrying footwear are 
Foley’s, one of the Federated 
Stores group; Montgomery Ward, 
Bond’s men’s store, Leopold Price 


& Rolle men’s store and Battel- 
stein’s fashion store. 

There are 500,000 persons living 
within five or ten miles (or 10 to 
20 minutes’ driving time) of 
Sharpstown Center. 

om a o 

The Harris & Frank Men’s 
Clothing unit in the recently 
opened Grossmont Shopping Cen- 
ter at San Diego, Calif., has al- 
located some 750 sq. ft. of sales 
and stock space to men’s and boys’ 
shoes. This is reported by Nor- 
man Kadison, men’s shoe buyer for 





with greatest potential! 


New names on the counter, ballyhoo 
and promotion — and Hoffco still re- 
mains the most respected name in shoe 
polishes, in sales volume. What makes 
Hoffco different? Just this! 

Protected Distribution to only those 
who service or sell shoes and related leath- 
er products. Protected Price Policy 
that stands firm in face of competition 
— a competitive price to maintain high 
level profits. A Complete Line of 
color-matched polishes, cleaners, renew- 
ers and aerosols for the newest in leath- 
ers and fabrics — with a record of pro- 
viding the newest when it’s needed. 
Unchanging Quality... pure, costly 
waxes, cleaners and conditioners that 
treat leather and fabrics with a gentle 
hand — give best results. The Famous 


Hoffco Money-Back Guarantee as 
further assurance of quality and _ per- 
formance—a sales clincher. Advertising 
Support and publicity to keep the 
Hoffco name out front. 

Hoffco Polishes are now available in 
over 50 high fashion colors, in truly big 
4 ounce containers retailing at 50 cents. 
Hoffco aerosols — foam Leather Lift, 
Suede Conditioner, Nylon-Velvet Condi- 
tioner retail at 79 cents to give you a 
respectable edge over competition. Buck 
Cleaners, Patent Leather Renewers are 
other profitable Hoffco products. 

For an interesting and informative 
story on Hoffco products and full po- 
tential of this quality line, write direct 
to Harri Hoffmann, president, Harri Hoff- 
mann Co., Inc. 
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Innes Shoe Co., Los Angeles, 
which leases the shoe departments 
of the clothing chain. The 15,000- 
sq.-ft. store is the 24th in the Los 
Angeles-based Harris & Frank 
chain, and the fifth to open in the 
last 18 months. 
e . * 

Thom McAn has opened its sec- 
ond store in Honolulu, at 1139 
Fort St. The store, carrying men’s 
and boys’ footwear, will be man- 
aged by Alvin Lindberg, formerly 
the manager of a North Holly- 
wood, Calif., unit. The store fea- 
tures a fountain and waterfall of 
native stone, with a pool sur- 
rounded by plants and_ shoji 
screens. 

- * a 

Shirley’s Shoe Shoppe, Inc., in 
downtown Altoona, Pa., recently 
took over an adjacent store and 
began remodeling both stores to 
create one big one, twice the firm’s 
original size. A new children’s 
department is being created, and 
the hosiery and handbag depart- 
ments are being enlarged. The 
firm stayed open for the project, 
offering a “10 per cent or larger 
reduction” on all purchases. 


TRANSACTIONS 


Mann’s Shoe Store, Chandler, 
Ariz., has been sold by Mr. and 
Mrs. George C. Mann to Mr. and 
Mrs. Walter Blunt, formerly of 
LaCrosse, Wis. The Manns have 
bought a shoe store in Oceanside, 
Calif., after 15 years in Chandler. 

The Nettleton Lincoln Road 
Mall shop in Miami Beach, Fla., 
has been sold by Harry Auslander 
to the A. E. Nettleton Co., Syra- 
cuse, N. Y. Auslander said the 
store, which he started in 1945, 
was the largest independent Nettle- 
ton franchise in the U. S. The Net- 
tleton Co. has retained Auslander 
as a style consultant and named 
Al Lopez of Miami Beach as store 
manager. 

a e om 

The Barton Shoe Store, Stough- 
ton, Mass., has been acquired by 
Chris Carabatsos, and will be op- 
erated under the name Christo- 
pher’s Shoe Store. Carabatsos was 
formerly with Regal Shoe Co. and, 
for six years, with the Walk-Over 
Shoe as assistant retail sales man- 
ager. 
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Departments... 


DAYTON’S, Minneapolis—Appoint- 
ed William Andreas divisional mer- 
chandise manager for women’s shoes 
in addition to his duties in fashion 
accessories, and named Ben Shank 
divisional merchandiser for children’s 
shoes in addition to his duties in 
infants’ and children’s wear and in- 
timate apparel. This realignment fol- 
lowed the announcement that Nial 
S. Nicholson, divisional merchandise 
manager of women’s and children’s 
upstairs shoes, will retire in about 
a year. 

Transferred the buying of junior 
shoes from Robert Arnold, children’s 
shoe buyer, to Forrest Christianson, 
buyer of Village Shoes. 


THE EMPORIUM, St. Paul, Minn. 
—Appointed Jerry Paymar buyer of 
women’s shoes, succeeding Harry 
Korsh, who resigned. Paymar former- 
ly bought basement women’s, chil- 
dren’s and men’s shoes. 

Promoted Ben Shapiro from assist- 
ant buyer in basement shoes to buyer 
of men’s, women’s and children’s 
shoes in the downstairs store. 

Promoted Fred Brass from _ base- 
ment men’s and boys’ wear buyer 
to merchandise manager of shoes and 
main-floor accessories. He succeeds 
John Alberg, who resigned. 


HOWELL’S DEPARTMENT 
STORE, Lakewood, Colo.—Appointed 
Dale Fox manager of the shoe de- 
partment in the Lakewood Shopping 
Center store. He formerly managed 
a Thom McAn store nearby. 


E. J. KORVETTE, INC., New York 
—Announced the resignation of Ed- 
ward Silber as buyer of men’s and 
boys’ footwear and all rubber foot- 
wear. 


MONTGOMERY WARD, Chicago— 


Personnel Changes: Retail 





Named Walter Milslagle district 
manager for the San Francisco Bay 
area, with headquarters in Oakland. 

Appointed Monte Hickmon store 
manager in Long Beach, Calif.; Mareo 
Mares, Huntington Park; Charles 
Brown, Inglewood; Bruce Hintermeis- 
ter, Glendale; Mal Peskind, San Ber- 
nardino; Keith Wadsworth, El Monte; 
Verne Moore, Ontario; Dave Johnson, 
Fontana; and Jack Jennings, Culver 
City, all in California. 


BOWMAN SHOE CO., Monmouth, 
Ill—Announced retirement of Sterl- 
ing Baxter after 26 years as man- 
ager of a Quincy, IIl., unit and named 
Robert Bellis to succeed him. 


GUDE’S, Los Angeles—Appointed 
Jack Teter buyer of women’s fashion 
shoes for all stores. He will hold the 
same position in the Barnett chain. 

Appointed Irving Parkins manager 
of the 422 W. Seventh St., Los An- 
geles, store. He formerly managed 
the Westwood store. 

Named Abe Solomon manager of 
the Westwood store. He held the 
same post until two years ago. 


INNES SHOE CO., Los Angeles— 
Announced managerial changes in its 
leased departments in Harris & Frank 
Men’s Clothing Stores, in southern 
California. Ronald Miller was trans- 


ferred from the downtown Los An- 
geles store to the new Grossmont 
Shopping Center store, San Diego. 
Frank Acuna was named to succeed 
Miller in Los Angeles. George Him- 
megar was transferred from the 
Santa Monica store to the suburban 
Lakewood branch, and replaced in 
Santa Monica by Tom Downey. 


NATIONAL SHOES, INC., Bronx, 
N. Y.—Appointed Mary Wagner sales 
promotion director. She was formerly 
with A. S. Beck, Desco Shoe Corp. 
and Capezio, Inc. 


Other retailers ... 


ENDICOTT JOHNSON CORP., En- 
dicott, N. Y.—Appointed Richard C. 
Begell inventory controller for the 
Retail Stores division. He was for- 
merly merchandise manager of men’s 
and juvenile shoes. 

Appointed Julian Koss buyer of 
juvenile shoes for the same division. 


ROEHM SHOE STORE, Washing- 
ton, Ill—Appointed Carl Crenshaw 
manager. He formerly traveled for 
International Shoe Co. 

RONNEY SHOE STORE, Beau- 
mont, Tex.— Appointed Richard C. 
Young manager of the Palace Shop- 
ping Center store. 


TWO FAST- SELLING 


the shoe with the magic cushion 


STYLES TO BUILD 


YOUR PROFITS 


Here’s fit...style... comfort 
at prices to make you money! 


UNEXCELLED FIT AND COMFORT! 
Black elasticized calf, black calf 
bow, 47 last, 14/8 heel, rubber top 
lifts. Sized AAAA, AAA, AA, A, 6 
to 11; B, 4 to 11; C, D, 5 to 11, all 
IN-STOCK. A real value at $6.50 to 
retail profitably at $10.95! 


Transferred Vern Buss from manager 
of a family shoe department in its 
Yakima, Wash., store to manager of 
a new store in Panorama City Shop- 
ping Center in the San Fernando 
Valley, Calif. 


POWERS, Minneapolis—Appointed 
Harry Korsh buyer of upstairs wo- 
men’s and children’s shoes for the 
downtown store and two suburban 
branches, and buyer of men’s shoes 
for the two branches (Knollwood and 
Highland). He succeeds William 
Weber, who resigned. Korsh formerly 
was buyer of women’s, children’s and 
men’s shoes at The Emporium, St. 
Paul, Minn. 


STAPLE COMFORT PUMP! Black 
elasticized kid, bow, black patent 
plug and tongue, 47 last, 14/8 heel, 
rubber top lifts. Sized AAAA, AAA, 
AA, A, 5 to 11; B, 4 to 11; C, 4% 
to 11; D, 5 to 11; EE, 5 to 10, all 
IN-STOCK. A steady seller at $6.35 
Chains... to retail profitably at $10.95! 

BARNETT’S SHOE STORES, Los 
Angeles—Promoted Jack Borden to 
supervisor of all stores. He formerly 
managed the Long Beach, Calif., 
store. 
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Blacks-browns, suedes on sales rise 


The square toe hasn’t caught 
on in most areas yet. Cres- 
cents are picking up strength, 
but points still lead in many 
cases. 


PHILADELPHIA 


The new square toes are getting 
a cautious reception in this area, 
where only a handful of retailers 
report real enthusiasm for the style. 

The big seller is black calf with a 
high heel and pointed toe. 

Among the color combinations, 
black and brown is still the favorite, 
although retailers from high-fash- 
ion shops in the suburbs say there 
is very little interest in the com- 
binations. The nicotine, or medium 
brown, color in Italian-style flats 
are going over very well in these 
shops. 

One suburban shop which has 
had a “no points” policy for the 
last several years, claims there has 
been mild interest expressed in the 
Italian shoes with the modified 
square toe. 

The store has had a reputation 
in the area for carrying styles other 
than points and the management 
says the results have been satisfac- 
tory. 

In shops selling better children’s 
shoes, there seems to be a trend 
starting away from the unlined 
shoes for everyday wear. 

“Parents are finally wising up,” 
said one retailer. “They’re putting 
sturdy shoes on their children’s feet 
again.” 

Other shops, however, report con- 
tinued sales of canvas shoes and 
sneakers for children and _ teen- 
agers. One retailer claimed his 
sales of canvas shoes are still climb- 
ing. 

Teenage boys favor the Italian 
styles for dress wear in the subur- 
ban areas. Moccasins are still a 
favorite throughout the area. 

Brogans have been particularly 
popular with men in the suburbs. 
Asked about styles with Cuban 
heels and pointed toes, one retailer 


I can’t say 


said, “No comment. 
anything nice, so.... 


Chicago: Weather, crises 
holding down business 


Except in isolated instances, the 
shoe business here is in a lack- 
luster state. Some dealers blame the 
hesitation in buying to world con- 
ditions; others, to continued warm 
weather. 

One indication that the weather 
has an effect on shoe buying is a 
growing interest in women’s suede 
styles. During cold periods, black 
suedes show a rise in demand. Es- 
pecially popular are black suedes 
with leather or peau de soie trims. 

Otter calf pumps are also con- 
tinuing their sweep, as are stacked 
heels from 15/8 down. The 18/8 
heel is holding its grip on women’s 
fashion preferences, but there is 
definite timidity of response to 
square and crescent toes; the 2% 
toe is the big favorite. 


San Francisco: Sales up 
by 5%; dealers optimistic 

Sales of fall shoes got off to a 
good start with leading retailers 
reporting good response to promo- 
tions of new styles. Sales are up 
around 5 per cent over a year ago 
and there is a general feeling of 
optimism for the fall outlook. 

Toes are receiving the most at- 
tention with the greatest emphasis 
on the squared models. One leading 
shoe department featured the 
squared toe in most of its adver- 
tising. Others who had been hesi- 
tant on the new model in their ear- 
lier orders have found them mov- 
ing and are now showing more of 
them. 

One large retailer, however, 
played the field and devoted a half 
page advertisement to pointed, 
squared and crescent toes, giving 
equal space to each. 

The opening of the opera season 
stimulated sales for evening wear 


pumps with black being the favorite 
color, followed by brown. Patent, 
alligator, kid and peau de soie were 
the most desired materials. Prices 
ranged all the way from a $100-a- 
pair Malagasy alligator in black, 
brown and cafe au lait, down to a 
black embroidered peau de soie at 
$7.99, with most of them in the $20 
to $40 bracket. 

Frank Werner had a striking 
number in silk with an overall 
tapestry pattern highlighted with 
silver and gold shades at $24.95 
with matching bag at $18.95. 

Among other fall models Frank 
More is featuring a navy calf high 
heel pump with a grosgrain ribbon 
strip extending up from the squared 
toe, priced at $28.95. 

Other numbers emphasize the 
two-tone effects in leathers and 
trims. 


Twin Cities: Variety is 
keyword to sales 


Variety was the keyword in sales 
of women’s footwear throughout 
the Twin Cities last month. Just 
about every type of heel, toe, leath- 
er and color (to a degree) sold at 
some store. 

The greatest buying emphasis 
was on black calf and brown calf 
and combinations of the two. Black 
suede began to pick up some mo- 
mentum, although not all buyers 
were enthusiastic about its pros- 
pects for this season. Green ap- 
peared to be one of the better col- 
ors and there was even some inter- 
est in antique red. 

Among the browns such shades 
as otter and walnut got the nod of 
shoppers. There also was some call 
for beige, a specialty store buyer 
said. 

Just about every style of toe 
sold, too—ovals, crescents, squares 
and pointed, although the popu- 
larity of each varied from store to 
store. One buyer pointed out that 
the oval, crescent and square toes 
were being bought as an “extra” 
pair of shoes. Another buyer said 
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that the square toes were moving 
best in the smaller heels. 

There was increased interest 
this fall in reptiles at the better 
shoe salons. Such black fabrics as 
peau de soie and faille also were 
being sold for cocktail and evening 
wear. 

Both the mid (18/8) heels and 
the very high (23/8) heels sold 
well. 

The higher heels, including some 
21/8 numbers, sold best in the 
dressy type shoes. In the pointed 
toes the most calls were for the 
double needles, although a very 
few triple needles were selling in 
extremely dressy types. 

There also was shopper interest 
in novelty shoes such as prints, 
multi-colored types and tapestries. 
The buyer for a prominent St. 
Paul specialty store’s shoe depart- 
ment said that he was getting calls 
for gold and foresees it as an im- 
portant new color. 

Flats appeared to be the best 
selling casual. The women’s shoe 
buyer at a Minneapolis department 
store said that he had been getting 
calls for a higher wedgie, but had 
none to show. 

A St. Paul buyer said that an 
8/8 stacked heel number had been 
his best selling casual. In Minne- 
apolis one store reported that a 
stacked leather heel (both 9/8 and 
14/8) casual in soft firenz leather 
had moved well. Black was the 
best selling color followed by “bru- 
no” (light brown). 


New York: Fickle weather 
hampers seasonal sales 


Shoe sales, dampened in June by 
cool and rainy weather, were again 
less than they could be due to un- 
seasonable weather—this time a 
warm fall. New Yorkers, like the 
weather, seem to be mystified about 
what season it is and what they 
should wear. The only retailer do- 
ing better than last year’s sales are 
in the low and moderate price 
range. All others have been hit by 
the weather. 

“What we need is a spell of cool 
weather for five consecutive days,” 
said a store manager who gave a 
typical opinion of retailers of 
women’s shoes in higher priced 
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categories and men’s shoes. The 
picture is quite different in the 
lower-end price lines. Managers 
say the office worker, to whom 
these stores cater, is always in 
need of replacing her footwear. 
“The weather,” they say, “has had 
no effect on sales.” 

What lines are going well? In 
men’s shoes: the low boot with one- 
lace eyelet in all colors, including 
green and offered even in red 
suede; and the low-seamed oxford 
styles. In women’s better price 
shoes: stacked heels in all colors 
are beginning to be an outstanding 
number again; and points are out- 
selling square toes by three to one. 

In women’s lower-priced shoes: 
black leathers in plain pumps; 
browns and off-browns are doing 
fairly weli for this time of year. 

What’s ahead? The general con- 
sensus is that the fall will be “ter- 
rific,” “excellent,” “better than last 
year;” because retailers feel that 
there is plenty of money around. 
All that’s needed to disengage it 
from the pockets of customers is 

. a little cool weather. 


Boston: Double needle 


still proving best seller 


Most Boston shoe retailers are 
experiencing relatively good sell- 
ing during the first weeks of Oc- 
tober despite the continual threat 


of unpredictable harassing New 
England weather. To be expected, 
although a month earlier than an- 
ticipated, rubber footwear showed 
a definite increase due to these 
conditions. 

At various high-style women’s 
stores, the double needle in both 
medium and high heel continue 
as best sellers, with little or no 
nod being given the square toe. 
Still displayed, the square toe 
trend has just not caught on in 
the Boston area. Black still dom- 
inates the color trend with otter, 
mulberry and magenta next best. 

Several women’s medium price 
outlets report heavy buying in doe 
skin, glove-like leather comfort 
casuals in natural tan colors. 

With the school rush over, chil- 
dren’s retailers show a slight drop 
over last month with the soft 
leather casual shoe still predom- 
inating the scene. 

Men’s fall-line buying is begin- 


ning to show life with the moc 
style in black-brown showing early 
preference over pointed toes for 
the business man and college youth. 
Mocs and comfort casuals still are 
leaders for the teenage set. Al- 
though relatively early, some re- 
tailers are already displaying cold 
weather footwear—hunting boots, 
ski boots and accessories—with 
spotty buying already being real- 
ized. 

On the whole, most retailers 
feel the general economic situation 
is at a better level and eye the 
end-of-year figures to be greater 
than predicted several months back. 


Milwaukee: Last quarter 
should be healthy one 


Dealers are gearing for a strong 
winter season. Early fall activity 
has stirred predictions that the 
final quarter of this year should 
prove a healthy one. Business is 
currently holding at a fairly good 
level—about even with last year, 
according to most reports. 

Biggest sellers on Wisconsin 
avenue are the black leather num- 
bers in both high and mid heels. 
Suede is beginning to move in good 
volume. Downtown stores are 
doing a fine job with textured 
silks in blacks, browns and greens 
with contrasting trims. 

Points remain the dominant toe 
style. Crescents are making some 
inroads, but not as much as earlier 
anticipated. More volume is ex- 
pected from square toes, however, 
as the season gains momentum. 
“Customers now are coming in and 
asking to look at square toes,” re- 
ports one buyer. “This is a hope- 
ful sign.” 

Slipons in both black and brown 
and featuring Guantone styling, 
are at the top of the men’s shoe 
department’s reorder lists here. 
Demand is gaining for heavier 
grain leathers to provide a more 
rugged look. 

Hunting boots are being heavily 
promoted all over town. A big share 
of this volume is going to special- 
ty shops and sporting goods stores. 

Nylon velvet ties and _ slipons 
for the girl’s trade are the big 
items in the children’s shoe stores. 
Dealers note a slight advance in 
demand for brown slipons in the 
boys’ departments. 
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NEW PRODUCTS « RETAIL 





Low-cost ticket printer 


Ease and speed of operation at 
low cost are claimed for a new 
ticket and card printer, the Souplex 


Ticketer. Prints cards, tickets and 
tags of all sizes on paper board, 
plastic, cloth, glass and other mate- 
rials. 

Small size and light weight of 
ticketer enable it to be carried 
along when working on window 
displays. Consisting of only four 
basic parts—type holder, regulator, 
base and ink dispenser—the tick- 
eter also features a special metal- 
loplastic type available in six sizes 
and two different type faces. Type 
is described as light yet more wear 
resistant than metal. Ingenious 
pressure regulator assures smudge- 
free impression. Five ink colors in- 
clude black, tan, red, blue and 
green. SOURCE: Showcard Ma- 
chine Co., 320 W. Ohio St., Chicago 
10, Ill. 


Electric shoe polisher 


The new Electrik-Shoeboy may 
be promoted for use in the office as 
well as the home. The rugged but 


small unit of all metal construction 
features rigid-to-the-floor suction 
cup mounting and heavy duty mo- 
tor. Contains separate brush and 
lamb’s wool buffing bonnets which 
spin at 1600 rpm. 

Styled in scuff-proof ebony and 
white or bright metal finish, the 


Shoeboy is available in a variety of 
models and prices. Mode ES-2 with 
brush and lamb’s wool buffing bon- 
net is illustrated. Also comes with 
single natural] bristle brush, a pair 
of buffing heads. Brushes and buff- 
ing heads easily interchanged. 
SOURCE: The Regina Corp., ¢/o 
Burton Kaplan, Hicks & Geist, 
Inc., 555 5th Ave., New York 17, 
Ni-Y: 


Shoe valet 

Something new in a men’s and 
boys’ shoe holder is the Lo-Boy 
shoe valet available in both wall 
and floor models. Compact floor 
model accommodates two pairs, 
with or without shoe trees, on 
either side, while the versatile wall 


model has two 18-inch boards, each 
holding two pairs of shoes. Latter 
can be mounted on side of ward- 
robe closet, door, or any wall space 
or area. 

Holding mechanism consists of a 
sliding heel plate with a spring in 
back and a fixed knurled knob 
which secures heel of shoe. Shoe is 
easily inserted and lifted out, rests 
securely in place. Hard-finished 
surface resists scuffing, dirt and 
stains. Finished in copper-tone 
color with soft gray trim and 
brass-plated fixtures. Retails at 
$5.98 for each model. SOURCE: 
Glide Mfg. Co., 17000 South West- 
ern Ave., Gardena, Cal. 


Sole and heel enamel 

Attractive packaging and easy 
application feature this new Zoes 
Sole and Heel Enamel. Packaged 
in new design folding carton, it 
contains plastic stemmed dauber 
attached to cap in bottle. Latter 
eliminates rust or corrosion so 
often a problem with wire-stemmed 
daubers. Available in black or 
brown to retail at 35 cents per bot- 
tle. SOURCE: C. A. Zoes Mfg. Co., 
Inc., 168 North Sangamon St., Chi- 
cago 7, Til. 
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DEATHS 


JOSEPH HENDRICK, 67, vice- 
president in charge of the shoe 
last division of Vulcan Corp., Cin- 
cinnati; Sept. 23, in Miami Beach, 
after being stricken ill at the Shoe 
Fair. He was general manager of 
Vulcan’s plant in Portsmouth, O., 
and had been associated with the 
company since 1929. 


RONNIE MERMELSTEIN, 58, 
a sales representative for Sobel, 
Bernstein & Greene Co.; Sept. 22, 
of a heart attack, in Miami Beach, 
where he had gone to attend the 
National Shoe Fair. He was a 
member of the Boot and Shoe 
Travelers’ Assn. of New York. 





JACK S. WEISMAN, 58, a sales 
representative for A. Sandler Co. 
for over 20 years, covering the 
Middle Atlantic states; Sept. 22, 
in Miami Beach, where he planned 
to attend the National Shoe Fair. 
He was a former president of the 
Middle Atlantic Shoe Travelers’ 
Assn. and a member of the 210 
Associates. 


VERN SAMUELS, 36, vice-presi- 
dent and merchandise manager for 
I. Miller Salons; Sept. 21, in 
Bridgeport, Conn., of leukemia. He 
bought hose, handbags and shoes 
and coordinated all merchandising 
operations. 


MURRAY ROTHMAN, 51, own- 
er of the Edgar Laurence Shoe 
Salon on Lincoln Road, Miami 
Beach (formerly the Palter DeLiso 
Store); Sept. 3, of a heart attack. 
Before moving to the resort city, 
he ran the shoe department at 
Saks Fifth Avenue, New York, 
and, earlier, operated his own store 
in Milwaukee. A brother, Irving, 
owns the Andrew Geller salon on 
Lincoln Road. 


Z. A. WARRING, 35, a shoe store 
manager and Santa Barbara, Calif., 
civic leader; Sept. 10, in Los An- 
geles, after undergoing cardiac 
surgery in July. 


JOHN C. CLARK, 85, a former 
president of the National Shoe 
Travelers’ Assn. and a retired 
midwestern traveler for Florsheim 
Shoe Co.; Sept. 25, in Grand Rap- 
ids, Mich., after a two-month ill- 
ness. 
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PEOPLE IN ACTION 





HONORS FROM NSRA: David 
S. Hirschler, president of Hof- 
heimer’s, Inc., Norfolk, Va., and 
Irving E. Grossmann, owner of the 
I. Miller Co., Los Angeles, were 
commended by the National Shoe 
Retailers Assn. at its Miami Beach 
board meeting. Grossmann, a di- 
rector and regional vice-president 
of NSRA and active in its com- 
mittees, received the association’s 
Winged-Foot Award, given to di- 


IRVING GROSSMANN DAVID HIRSCHLER 


rectors making extraordinary con- 
tributions to NSRA’s growth. ... 
Hirschler, treasurer of NSRA from 
1940 to 1960, was presented with a 
bronze plaque for long service to 
the association and the industry. 
He was also elected an honorary 
life member of the NSRA board. 
... Outgoing President Louis Lieb- 
son was given a personal gift and 
a plaque. He is executive vice- 
president and a director of Edison 
Brothers Stores, Inc., St. Louis. 


SILVER WEDDING: Mr. and 
Mrs. Herman Esgar of Esgar’s 
Shoes, Valley Stream, L. I., N. Y., 
will celebrate their 25th wedding 
anniversary with a trip to Europe 
and Israel. They will depart Oct. 
18. 

e & oe 

WATERY LANDING: Two Bos- 
ton area men who are associated 
with the shoe industry were among 
the 71 passengers who escaped in- 
jury when a jetliner skidded off a 
runway at Boston’s Logan Airport 
end ended up in 10 ft. of water in 
Boston Harbor. Walter Conway, 
credit manager for Bostonian 
Shoes, and David Hebert of United 
Shoe Machinery Corp. were re- 
turning from Midwest business 
trips. 

“For a moment I thought we 


were submerged,” Conway recalls, 
“but it was just the splash. It 
was a terrible feeling for a brief 
period.” Hebert remembers watch- 
ing the runway markers and real- 
izing there wasn’t enough space 
left for a complete stop on the 
runway. “It’s quite a sensation 
to know something is coming, not 
knowing what,” he says. But in the 
end, neither man got his shoes wet. 


In altied fields ... 


SMALL WORLD: The Sample 
Fair of Shoe and Leather Goods in 
Florence, Italy, was the setting 
for an unexpected meeting be- 
tween Jack Korkes, vice-president 
of Troy Tanning Co., Salem, Mass., 
and Marvin Feit, president of 
Marvin and Leonard Advertising 
Co., Boston. Korkes was in Europe 
to represent his firm at the Se- 
maine du Cuir in Paris, and Feit 
was there to check styling trends 
for his agency’s footwear clients. 


AUSTRALIAN VISITOR: Noel 
Morris, whose company makes 
Ripple Soles in Australia, arrived 
in the U. S. recently as part of a 
round-the-world trip that com- 
menced last May. Morris, manag- 
ing director of Slazengers (Aus- 
tralia) Pty. Ltd., Sydney, called 
on Ripple’s American licensee, 
Beebe Rubber Co. in Nashua, 
N. H., and the Detroit headquar- 
ters of Ripple Sole Corp. 


HOME FROM EUROPE: Kivie 
Kaplan, president and treasurer of 
Colonial Tanning Co., Boston, re- 
turned recently so 
from a journey 
to the Semaine 
Internationale du 
Cuir, in Paris, 
and the Vigevano 
Fair in Italy. Ac- 
companying him 
was his son Ed- 
ward, who worked 
for Colonial dur- 
ing his school va- 
cation. The elder 
Mr. Kaplan said he found patent 
the leading fashion leather in both 
countries—and fast-spreading to 
other European lands. 


KIVIE KAPLAN 
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NEWS AND TRENDS FROM THE MANUFACTURING AND ALLIED FIELDS 


Research: key to a more profitable market 


NSMA’s Market Research 
Institute ran the subject 
gamut from electronic data 
processing to the role of 
sex in footwear. 


A larger and more profitable 
shoe market... this was the com- 
mon goal of 35 footwear market- 
ing specialists who took part in 
the industry’s third Market Re- 
search Institute in Miami Beach 
on the eve of the National Shoe 
Fair. 

Program topics covered a wide 
range from electronic processing 
of marketing data to sex in foot- 
wear, from industry case studies 
to methods of shoe sales projec- 
tion. 

The meeting was programmed 
by Iver M. Olson, director of mar- 
keting and research for the Na- 
tional Shoe Manufacturers Assn. 
Chairman was Roy St. Jean, 
Brown Shoe Co. NSMA sponsored 
the Institute at the Delano Hotel. 

Following are reports on the 
subjects discussed by the variety 
of specialists on the program. 


Shifting population to alter 
shoe market significantly 


Four major trends will bear 
strong influence on the course of 
the U. S. shoe market over the im- 
mediate years ahead: 

© The degree of increasing pur- 
chasing power. 

© Migration trends — particu- 
larly from South to West. 

© Increasing population in the 
large metropolitan centers. 

® The continuing shift in retail 
distribution patterns. 
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Dr. Reinhold P. Wolff, director 
of the Bureau of Business and 
Economic Research, University of 
Miami, told the NSMA Market Re- 
search Institute that the nation’s 
economic base is shifting—and 
this will have various effects on 
shoe business. 


He said the industry should 
keep close watch on the migration 
trend to warmer climate areas 
such as Arizona, southern Califor- 
nia, Florida and southern Texas. 
Population is increasing there at 
phenomenal rates—and with it 
goes an increase in localized shoe 
markets. 

U. S. metropolitan areas now 
represent more than 50 per cent of 
the population and over 65 per 
cent of soft goods sales. But-the 
great growth is in the suburban 
areas, at the sales expense of cen- 
ter-city sectors. Dr. Wolff said this 
trend will continue, and as a result 
the shopping center is still in its in- 
fancy. Because of this, the ad- 
vantage has fallen to the large 
volume shoe organizations. 

This pattern will continue. 
However, the speaker added, there 
will be a resurgence of the in- 
dependent, single-unit specialty 
stores, including shoe stores—but 
only for those with smart and 
alert management. Dr. Wolff said 
the consumer market for stores 
featuring services and quality (as 
against discount) merchandise 
would remain dominant. 


Publishers’ research can 


benefit the manufacturer 


What role do publications play 
in industry research and how can 
they help shoe manufacturers in 


market planning? 

In recent years, leading trade 
and industrial publishers have in- 
vested heavily in market research 
because, to cover a market prop- 
erly, they must know its character- 
istics and its informational needs. 
Research helps direct editorial 
policies and offers a basis for 
strengthening circulation. Today 
many publishers also perform spe- 
cific research services for compa- 
nies in their respective fields, for 
a price. 

John H. Kofron, research direc- 
tor of Chilton Co., Philadelphia 
trade magazine publishers, spoke 
at the Market Research Institute 
about his company’s services in 
this field. Chilton publishes Boot 
AND SHOE RECORDER and 19 other 
periodicals. 


“Marketing assistance program” 
—The company in 1959 organized 
all the market knowledge of its 
editorial, circulation, marketing 
and research staffs into a “Mar- 
keting Assistance Program” 
(“M-A-P” for short). The program 
is designed to fill manufacturers’ 
needs for reliable marketing in- 
formation in the face of increas- 
ing competition and swiftly chang- 
ing markets. M-A-P, Kofron said, 
can help define market potentials 
and sales objectives, aid in deter- 
mining sales territories, and pin- 
point buying influences. 

It’s in the publisher’s best in- 
terest to help the manufacturer do 
a better marketing job, Kofron ob- 
served, for the manufacturer’s 
success will usually lead to great- 
er prosperity for the publication 
as well. And market research 
services by publishers are likely to 
take on increasing importance, he 
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said, because the publisher has on 
hand the knowledge of the editors 
(126 in Chilton’s case), the circu- 
lation lists and a wealth of data 
about the field involved. 


Two-pronged research—Kofron 
told the shoemen how BOOT AND 
SHOE RECORDER, in particular, car- 
ries on continuing research about 
its own product—and its editorial 
effectiveness—and about the foot- 
wear market. This market knowl- 
edge, he emphasized, is available to 
the industry. Market research, 
Kofron claimed, can reduce the un- 
certainties of introducing a new 
product from a matter of years to 
weeks. For the shoe industry it’s 
still a relatively unexplored area, 
he said, but the research man of 
the future promises to be “not just 
a technician but a market planner 
and a strategist.” 


How market studies aided 
in Hush Puppies’ growth 


The promotional program that 
brought remarkable success to the 
famed Hush Puppies line—and 
how this program was developed 
and launched—was discussed at 
the Institute by John Hart, ad- 
vertising director of Wolverine 
Shoe & Tanning Corp. 

Step by step, Hart outlined the 
marketing research procedure that 
laid the foundation for Hush Pup- 
pies’ swift growth. He said a 
professional marketing organiza- 
tion conducted extensive consum- 
er tests to learn the potential ac- 
ceptance of this new type of cas- 
ual footwear, featuring brushed 
pigskin uppers in colors. 


Some negative response—Early 


JOHN H. KOFRON B. E. EDSCORN 


consumer testing, Hart said, 
brought some discouraging re- 
sponse. Gradually, however, as 
the test subjects wore the shoes, 
the negative and neutral attitudes 
swung around to the positive, fa- 
vorable side. 

The early Hush Puppies over- 
came some obstacles via experi- 
ence, such as the necessity to pro- 
vide customers with shoe-cleaning 
instructions. On _ price - testing, 
consumers suggested a wide range 
of expected-to-pay prices, from $5 
to $14 a pair. The study showed 
that consumers expect to pay an 
appreciably lower price for casual 
shoes than for dress shoes. 


85% “bought them back’—The 
company provided the early con- 
sumer test panel with free shoes. 
After four weeks of wear, followed 
by depth interviews, the company 
requested return of the shoes to 
the factory for “examination.” 
Consumers were given the oppor- 
tunity to “buy back” the worn 
shoes at $4 a pair. Over 85 per cent 
accepted the offer. “We knew right 
then that we had it made,” said 
Hart. 

The now-popular name of Hush 
Puppies didn’t win favor at first. 
Consumer research gave prefer- 
ence to at least two other names, 
one of which was almost adopted. 
But a last-minute poll of retailers 
revealed overwhelming preference 
for the Hush Puppies name. 


Clinic prompted Stetson 


to re-evaluate its marketing 

NSMA’s initial marketing clinic, 
three years ago, prompted a thor- 
ough study of the Stetson Shoe Co. 
line and marketing practices. Ro- 


Five of the 
key people at 
NSMA Market 
Research Insti- 
tute in Florida 


- B. REINHART, JR. 


land H. Haviland, Stetson’s adver- 
tising manager, told at last 
month’s Institute of the 10-month 
survey and how it led to a “pro- 
gram of progress.” 

Included were visual sales pres- 
entations, dealer mailing pieces 
and a new approach to advertis- 
ing. The ad program was drawn 
up after the company’s advertis- 
ing agency produced five test ads, 
which were submitted to response 
testing. 

“As a result,” Haviland said, 
“we are just starting a consistent 
magazine advertising program... 
and mail has already begun to 
come in from consumers.” He 
added: “We look forward with 
confidence.” 


‘Staff planning is needed 
... research is the answer’ 


Ben E. Edscorn, marketing re- 
search director of International 
Shoe Co., said market research en- 
tered the shoe industry with “all 
the cards stacked against it.” But 
he added, “The shoe industry 
needs stronger, better, behind-the- 
scenes staff planning, and market- 
ing research is the answer.” 

“A good research department 
usually comes up with the right 
answers,” Edscorn said, but “noth- 
ing is harder to sell than a new 
idea. They must be super-sales- 
men.” 

The research department, Ed- 
scorn remarked, “does ‘not build 
houses, it draws blueprints... . 
The approaching information rev- 
olution, which is emerging fast, 
will result in an era in which only 
men who are informed in depth 
will survive. 

“The busy man... must rely 
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increasingly on staff intelligence. 

In the field of sales and market- 

ing, that intelligence is best ob- 

tained from marketing research.” 
& 


Sales comparison helps 
in recognizing style trends 


“To anticipate, or at least to 
recognize, basic style trends,” de- 
signer-consultant Elinor E. Bohle 
maintains a system of records and 
analyses. She outlined it at the 
NSMA Market Research Institute. 

Miss Bohle’s tabulations start 
as a chart with vertical columns 
on which names of shoes are post- 
ed. Sales figures are used to place 
the shoes in proper sequence on 
the chart, and weekly sales totals 
are added. 

By watching sales closely and 
posting each weekly development, 
Miss Bohle explained, “we can see 
at a glance that a patchwork pump 


has slowly dropped out of the top 
10, but a perfectly plain pump has 
worked its way from 22nd to 
fourth place.” 

In addition, Miss Bohle clips 
shoe advertisements, keeping her 
collection in proportion to actual 
ads run, and thereby keeping up 
with trends. 

“T have always found that fac- 
tual analyses were extremely help- 
ful in evaluating flashes from 
salesmen on the road,” she ob- 
served. 

e 


Herbst research division 


pursues varied projects 


Herbst Shoe Manufacturing Co., 
producer of the Child Life line, 
manufactures about a million pairs 
a year, with sales of around $514 
million. While the firm is not a 
large one, it has a market research 


division and is constantly using it. 
So said Thomas L. Connell, adver- 
tising-promotion manager, in out- 
lining some of the market studies 
Herbst has conducted. 

He outlined several types of 
studies in process: retailer trend 
projects involving retail salespeo- 
ple, advertising, displays, mer- 
chandising and the like; consumer 
research, via mothers, to get cus- 
tomer reaction on such things as 
fit and wear of shoes for children; 
doctor surveys concerning meth- 
ods and reasons used by doctors in 
referral or prescription shoe busi- 
ness; and dealer “profile” studies 
to seek out common denominators 
used by successful dealers that 
might be applied to others. 

McConnell urged that shoe com- 
panies assign market research 
projects to a specialist, instead of 
having this work undertaken by 
the advertising or sales manager. 





While sex, biologically, is here 
to stay, sex as a theme in shoes 
is still in virgin territory with 
unexplored potentials. 

That’s the conclusion of two 
observers who tackled the pro- 
vocative subject, “Is There Real- 
ly Sex in Shoes?,” at the Market 
Research Institute sponsored by 
the National Shoe Manufacturers 
Assn. John B. Reinhart, Jr., pres- 
ident of Trimfoot Co., gave the 
shoe industry viewpoint, while 
Dr. Nathan Kohn, St. Louis psy- 
chologist, presented the clinical 
view. 


Fashion and sex — “What is 
fashion if it isn’t sex attraction?” 
Reinhart asked. It gets off to an 
early start with baby shoes when 
mothers seek to enhance the 
beauty of their children with 
cute footwear. 

Reinhart urged the shoe indus- 
try to take a page from the pro- 
motional book of the women’s ap- 
parel and cosmetic industries. 
Lipstick, foundation garments, 
perfume, bras—all these are pro- 
moted and sold with built-in sex 
appeals. 





There’s sex in shoes but shoemen don’t know what to do with It 


“T don’t believe we go as far 
as we should in making the 
promises we should as to what 
footwear will do for women,” 
Reinhart said. 

He said the environment of the 
average shoe store fails to make 
use of the “hidden persuader” 
characteristics by sex-associat- 
ing the shoes through exotic 
decor. 

And women can and should 
play a more influential role in 
the purchase of men’s shoes, thus 
adding further emphasis on the 
role of sex. 


Evidence from history — Dr. 
Nathan Kohn, who has done sev- 
eral motivational studies related 
to why- people buy shoes, said 
historical records are full of in- 
formation showing the relation- 
ship of sex to feet and shoes. He 
said feet and shoes have always 
been phallic symbols, and eroti- 
cism is expressed, for example, in 
high heels or “naked” sandals. 

Why do people buy fewer shoes 
after marriage than before? Be- 
cause shoes play a role in attract- 
ing the opposite sex. Once this 


is accomplished, shoes become 
less important in this sense. 

Women are concerned with 
fashion, Dr. Kohn said, because 
fashion is an inner psychological 
drive to express their personali- 
ties. Fashion thus involves emo- 
tionalism and sex. 


Shoes for moods—People adopt 
several personalities daily to fit 
moods and activities, the psy- 
chologist said. Each has its own 
emotional character. Thus, shoes 
can and should be sold for each 
of these personalities—and sold 
to fit the different emotional 
needs. 

Dr Kohn was critical of the 
lack of emotionalism in shoe sell- 
ing. He said shoes are always 
shown or sold as static items 
when they should instead be re- 
lated to animation that stirs emo- 
tions. He claimed this is one rea- 
son why shoe sales are at least 
20 per cent below potential. 

Dr. Kohn said the industry 
should conduct market research 
studies to probe the emotional 
and sex-based reasons why peo- 
ple buy—or don’t buy—shoes. 
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Patterns from the last... by vacuum forming 


The Bata-Atlas R-12 pro- 
duces plastic last shells 
from which shoe upper pat- 
terns may be cut. It’s de- 
scribed by the makers as 
fast and accurate. 


Vacuum forming—a manufactur- 
ing process already used to make 
“blister” packages, food contain- 
ers, expendable cups and other 
items—is now being utilized to 
produce shoe upper patterns di- 
rectly from the last. 

This is possible with the Bata- 
Atlas R-12 vacuum-forming ma- 
chine, produced in Canada by 
Bata Engineering, a division of 
Bata Shoe Co. of Canada, Ltd., at 
Batawa, Ont. The machine is 
available in the U. S. from Bata’s 
associate, the Atlas-Vac Machine 
Corp., Rochester, N. Y., which as- 
sisted in its development. 


An improved method — Several 
older methods are in use, Bata of- 
ficials point out, to produce a shell 
of thin material on a last’s sur- 
face, which can be removed and 
flattened to produce a shape from 
which upper patterns may be cut. 
But they add, “These methods re- 
quire skill and patience, they are 
time-consuming, and consistency 
of result is not good.” 

The R-12 model, the company 
says, makes it possible even for 
inexperienced operators to pro- 
duce plastic last shells accurately 
and rapidly—in fact, in a frac- 
tion of the time the older meth- 
ods take. 


In using Bata-Atlas R-12, last Perens for forming and 
- Flat plastic sheet is 


at center of machine table (I 


The Bata-Atlas R-12 is a small bench model with a 12 x 12-in. forming area. 


Three Steps — Essentially the 
process involves three steps: vac- 
uum-forming a shell of plastic 
sheeting on the last; marking the 
upper parts on the last shell and 
cutting them out; and flattening 
the parts between two flat plates, 
with carbon paper to reproduce 
the outline of the part. 

“As in all methods of pattern 
cutting,” Bata officials note, “ad- 
justments are necessary for the 
particular distribution of stretch 
produced by a given lasting pro- 
cedure. The vacuum-forming 
method has the great advantage 
that these adjustments can be 
more methodical, since the basic 
forms are more accurate.” 


The process — The last to be 
used is made ready by sealing any 
holes or cracks with sealing tape. 


laced 
eated 


Then the last is placed in the cen- 
ter of the machine table with the 
heel elevated by a wood block, giv- 
ing the last a natural position. 

A sheet of white, rigid polyvinyl 
chloride film of .020” gage is 
clamped in the frame of the ma- 
chine, and the machine heater 
moved forward. This action 
switches into operation the auto- 
matic cycling, which heats the plas- 
tic sheet to the correct tempera- 
ture, drapes the sheet over the 
last, and applies the vacuum— 
pulling the sheet around to the 
shape of the last. 


When the material has cooled 
enough, the clamping frame is 
opened and the plastic sheet with 
the last inside is removed for trim- 
ming. The shell is trimmed around 
the feather edge of the last with a 


and formed over the last (center) as vacuum is applied. Prepared 
shells can be used for display as well as for making patterns. 
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If you SELL (or MAKE) FOOTWEAR 
you should read this BOOKLET! 


Extra Selling 
Advantages 
of the 


MERLIN 


Process 


(TM) 


You'll spend less time at the fitting stool . . . count more satisfied customers when you sell 
MERLIN-processed footwear. An improved high-pressure molding process, MERLIN is one 
of the greatest advances in the shoe industry today. Just look at all these important footwear ‘extras’: 


BETTER FIT . . . because, unlike other footwear types, a MERLIN-made shoe is an 
exact reproduction of the last. 
BETTER SHAPE RETENTION .. . because . . . exactly molded to an accurate last. 


WATER-RESISTANT . . . because soles and heels form a continuous water-proof unit 
with the upper. And when the upper, too, is water-resistant, you have the best 
weather-tite footwear made. 


LONGER WEAR ..... because the massive seamless attachment includes the entire shoe 
bottom. AND .. . additional soling material . . . replacing the cork filler... 
means twice the wearing surface! 


MOST FLEXIBLE . . . because sewing rib and resin stiffeners are eliminated; shoes are 
especially flexible. No “breaking in” needed. 


TIP: Ideal footwear for the fast-growing children’s and teen markets! 


Get the FACTS... TODAY! 


Mail this coupon AT ONCE! — 


oe ¢. I.C. MACHINERY, ING. 
eee U.S. Distributors of Articon Leatberboard 
610 Atlantic Ave., Boston, Mass., U.S.A. 


' RUSH my FREE booklet! . pm ee 
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Medwed Footwear, Inc., has 13 Model D machines, producing increased volume of casuals, flatties and sport shoes. 


“Better than Possible Performance” 








MODEL D FEATURES 


@ Rotary type shuttle. r 


@ 50% greater bobbin capacity, fewer 
bobbin changes. You can wind your 
own bobbins and use less expensive 
thread — and less of it. 

@ You get a perfect, uniform stitch __ 
every time, regardless of variations in 
work thickness .. . every seam is tight, 
and there’s no empty last 
needie hele... 

@ Smooth and effortiess treadie action. 

@ Automatic thread cutting. 








.--With the G/C Sole Stitching Machine Model D 

Medwed Footwear, Inc., of Skowhegan, Me., recently returned 
1 of 14 Model D Sole Stitching Machines ordered to replace 
earlier models. Why? Because in less than six months they proved 
that 13 Model D’s could produce what careful forecasts said 
would require 14 machines. 

*“That’s 7% better than we thought possible,’”’ says Stanley B. 
Cohen, Vice-President of Medwed. ‘‘The Model D’s are much 
faster and big bobbins give us longer runs — plus a bonus 
in less thread waste.” 

For fast, uniform off-the-last sole stitching, the Model D is the 
ultimate in performance. Check the features listed, and see why 
Medwed, like manufacturers everywhere, choose the USMC 
Sole Stitching Machine Model D to step-up both 
performance and profits. 

Your United representative can show you how you can improve 
production performance with the USMC Sole Stitching 
Machine Model D. 


RIS... 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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sharp cutting knife, and the wood- 
en last is removed. 


Design models too—Production 
of shells which can be flattened to 
produce forms for pattern cutting 
is an application that shows 
“much promise,” Bata officials say. 
The idea of using vacuum-formed 
shells was first conceived, how- 
ever, to fill the need for an easily 
made shoe model that the designer 
can use. The idea was to produce 
quickly and easily a number of 
last shells from sample lasts. This 
would free the lasts for sample 
production and allow for a com- 
parison of different designs. 

Shoe designs can easily be 
drawn or painted on the shell, and 
pencil marks can be removed with 
an eraser. It’s also possible to use 
colored plastics for the shell. 

Fillers for display purposes can 
be easily produced on the R-12. 


About the machine—The Bata- 
Atlas R-12, designed particularly 
for the shoe industry, is a small 
bench model requiring a 220-volt 
electricity supply. It is supplied 
for semi-automatic or for manual 
operation. Self-contained, it re- 
quires no external compressed air 
supply. The limited size of the 
forming area, 12 x 12 in., holds 
material wastage to a minimum. 


Footwear production 
fails to catch up with ’60 


Footwear production in the first 
eight months of 1961 ran 2.6 per 
cent below last year’s level, and 
September totals were not expected 
to change the situation much. 

The January-August estimate by 
the Census Bureau was 402.8 mil- 
lion pairs, down almost 11 million 
pairs. 

For August alone, production was 
56.4 million pairs, a decrease of 3 
per cent from the 58.1 million pairs 
produced in August, 1960. Men’s 
dress and play shoe output amount- 
ed to 6.7 million pairs, down 5 per 
cent. Women’s dress and work shoe 
production was 17.9 million pairs, 
down 7 per cent. Output of all other 
footwear was unchanged from a 
year ago. 

On the basis of manufacturers’ 
schedules, the National Shoe Manu- 
facturers Assn. estimated Septem- 
ber production at about 49 million 
pairs, almost unchanged from the 
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... in every wanted color —for 
the new unlined crescents, 
squares, and ovals. Priced for 
volume business — and doing it! 


Nee MrOnce 


Leathers . . . from the world of imagination 








NEW DEVELOPMENT IN SOLING 
with Du Pont HYPALON‘* offers... 


SYNTHETIC RUBBER 





UNEQUALED WEAR LIFE 


Du Pont HYPALON is a synthetic rubber with out- 
standing resistance to abrasion. Several leading sole 
and heel manufacturers have already tested and 
proved this new material. 


Results show that soles and heels made with 
HYPALON synthetic rubber add only pennies to shoe 
costs, yet provide all these extra benefits: 


e Unprecedented wear rating on U.S. Bureau of 
Standards abrader. 


Vulcanized —not thermoplastic. Heat won’t soften. 
Cold won’t stiffen. 


Light, waterproof, available in colors. 


Can be stitched or cemented without special 
precautions. 


806, & 6. pat OFF 








ch 
IN SOLES AND HEELS 


e High resistance to oil, grease, solvents, chemicals. 


e A new experience in comfort—soft walk, good 
heel snap. 


e Superior aging and resistance to oxygen, ozone. 


Now after thorough testing and evaluation, Du Pont 
HYPALON ends the shoe industry’s long search for 
soles and heels that radically increase the life of 
men’s and boys’ dress shoes. With its unique com- 
bination of properties, HYPALON also offers new sales 
benefits to makers of quality work shoes. Find out 
how you can best utilize these sales-building advan- 
tages. For more information and a list of suppliers, 
write E. I. du Pont de Nemours & Co. (Inc.), Elas- 
tomer Chemicals Dept. BS-10, Wilmington 98, Del. 


HY PALON’ 


SYNTHETIC RUBBER 


Better Things for Better Living .. . through Chemistry 
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48.9 million pairs of September, ’60. 
Average value per pair of factory 

shipments in August was $3.85, 

compared with $3.90 last year. 


Sport Specialty sells 
assets to Auerbach Shoe 


Auerbach Shoe Co., Boston, has 
bought the shoemaking assets of 
Sport Specialty Shoemakers, Inc., 
St. Louis, according to Carl LaRue, 
Jr., president of Sport Specialty, 
now a wholly owned subsidiary of 
Auerbach. 

Auerbach did not purchase the 
Midwest corporation, which is in 
process of liquidation. 

Sport Specialty makes women’s 
and children’s welts, Littleways, ce- 
ments and boots in two factories at 
Chaffee, Mo. Auerbach makes wom- 
en’s, misses’, growing girls’ and 
children’s cement-process footwear 
in its plant at Brunswick, Me. Its 
sales are to chains and department 
stores. Auerbach is controlled by 
Hyman Auerbach and his son, 
David. 

Under the purchase agreement, 
the Sport Specialty name, the firm’s 
trade names and its shoemaking as- 
sets at Chaffee shift to Auerbach 
control. It’s expected that the plant 
workers at Chaffee will continue in 
their same production duties, with 
no drastic change at the executive 
level. In a letter to customers the 
Missouri firm stated, “Our rela- 
tionship with you and our other 
good customers will continue as in 
the past.” 


Savage expands again, 
acquires Denny-Stewart 


For the second time in two weeks, 
Savage Shoes, Ltd., announced an 
acquisition. The Preston, Ont., 
company, a subsidiary of Interna- 
tional Shoe Co., bought Denny- 
Stewart, Ltd., of Montreal, a top 
producer of women’s high-grade 
fashion shoes (output, 1,000 pairs a 
day). 

Earlier, Savage had acquired 
Scroggins Shoe Co., Ltd., Galt, Ont., 
a manufacturer of women’s popu- 
lar price fashion shoes. Laurence 
M. Savage, president, said the lat- 
est transaction ‘makes it possible 
for us to compete in all levels of the 
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women’s better-grade shoe market.” 

Mr. Savage said no changes will 
be made in the management or 
operation of Denny-Stewart. Stew- 
art Mossey is president. 


NSMA directors named 


Eleven new directors were elect- 
ed by the National Shoe Manufac- 
turers Assn. at its annual meeting 
in Miami Beach, and association 
officers were re-elected. The new 


directors, who will serve three 


years, are: 

Joseph Bloom, A. Sandler Co.; E. 
E. Doane, Knapp Bros. Shoe Mfg. 
Corp.; Alan Goldstein, Plymouth Shoe 
Co.; Joseph Goldstein, Kalmon Shoe 
Mfg. Co.; R. A. Mills, Endicott John- 
son Corp. 

Ben T. Passweg, Gettysburg Shoe 
Co.; Henry H. Rand, International 
Shoe Co.; Julian G. Samuels, Sr., 
Samuels Shoe Co.; Bernard Shapiro, 
American Girl Shoe Co.; A. Wein- 
man, Five Star Shoe Co.; and Fred 
A. Wilmanns, Weinbrenner Corp. 
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Endicott Johnson names new president 


P. J. Casella, who joined Endi- 
cott Johnson Corp. a few months 
ago from Radio Corp. of America, 
has been elected president of EJ. 
He succeeds Frank A. Johnson, 
who moves up to chairman and 
chief executive officer. 

The 47-year-old Casella had 
been serving as_ senior. vice- 
president in charge of sales and 
marketing. At RCA he was execu- 
tive vice-president, heading up all 
consumer product operations. In 
earlier years he was president of 
RCA of Canada and also managing 
director of RCA-Italy, and before 
that held several executive spots 
with Montgomery Ward & Co. 


Praise from Johnson—Comment- 
ing on Casella’s administrative ex- 
perience, Johnson expressed belief 
that the new president “will ad- 
vance the objective of Endicott 
Johnson as a_ strongly sales- 
oriented business with all the 
attendant implications.” 

Election of Casella marks a cli- 


mactic step in EJ’s recruiting of 
fresh executive talent as part of 
its bid to recapture its former 
competitive position. Earnings 
have been declining since 1955, 
and this year the company expects 
to finish in the red for the second 
consecutive year. Last January, 
however, the Johnson family man- 
agement won a vote of confidence 
when EJ’s own workers, its stock- 
holders and the Triple Cities 
(N. Y.) community joined in a 
stock-buying effort to prevent con- 
trol of the company from passing 
to Glen Alden Corp. and financier 
Albert A. List. 


White is elected—EJ directors 
filled another top post at their 
Oct. 3 session. Eli White, who 
joined the company in May as as- 
sistant to the executive vice- 
president, was elected vice-presi- 
dent in charge of manufacturing. 
He succeeds Harvey Litterer, who 
had requested retirement but will 
serve in a consulting capacity and 


as a director. White was formerly 
general manager of manufactur- 
ing for Genesco, Inc. 

Casella and White will also 
serve as directors. 


New EJ subsidiary eyes 


opportunities abroad 


Goal of Endicott Johnson Inter- 
national Corp., a new wholly-owned 
subsidiary of Endicott Johnson 
Corp., Endicott, N. Y., will be “to 
capitalize on foreign business op- 
portunities as they are uncovered.” 

So said Frank A. Johnson, EJ 
chairman, in announcing the start 
of the new company “after con- 
siderable study, including survey 
trips abroad by key members of the 
EJ organization.” 

“We intend to keep close to the 
development of markets and oppor- 
tunities overseas,” Johnson ex- 
plained. But for the present, EJ 
International will confine its activi- 
ties to studying export markets 
which hold promise for the future, 
he said. 
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Women's: 
Red or Smoke 
Sizes 4-9, $3.75 
Boys: 

Sizes 13-5% 
3.75 
Girls’: Smoke 


Sizes 13-32 
$3.45 


Athletic Footwear Division 


Good Will Builder! 


DREMEL ELECTRIC SHOE POLISHER 





Sport King 


BOWLING 
SHOES 


Men's: Black or Smoke 
Sizes 6-12, $4.15 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Pamper your customers with a free shine — 
they'll appreciate it and talk about it! The new 
Dremel Electric Polisher is a steady good 

will builder. Sets up anywhere, needs 

no attention. And it’s easy and 

safe to use. Upright handle 

provides support, hand switch 

stops machine when released. 

Powerful motor, two polishing 


A top value at 
popular prices. 
littleway stitched 


IN STOCK 
FOR IMMEDIATE 
DELIVERY 


EE 


Everyone 
picks me 
because... 


Behind every Bontex product are 

the most exhaustive research and the 
highest standards in the shoe industry 
today. Result: A constant flow of new 
and improved innersole materials for 
every process in every price range. 
That’s why more and more shoe 
men—both here and abroad—are 
specifying Bontex for the shoes 

they make or sell. 


bonnets, built for hard commercial Better shoes through @ 
use. Styled in gleaming chrome better shoe materials oO r fi 4 
Model 90, only $39.95 ! by 


DREMEL MFG. CO., DEPT. 8SR1061, Racine, Wisconsin BONDED FIBERS, Inc. BUENA VISTA, VIRGINIA 
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WATERPROOF LEATHER BOOTS 


now a reality, thanks to SYL-MER 


At last, boots that are really waterproof—and comfortable 
as only leather can be. As you know, there’s been a market 
of quality-minded sportsmen waiting for this for years. 


Now that it’s time to cash in, don’t let any missteps spoil 
your chances. Remember, it takes two things to make a 
leather boot acceptably waterproof: 


1. SYL-MER® treatment for water repellency plus free- 
breathing comfort; 


2. Watertight construction, with all seams sealed against 
leakage. 


SYL-MER — made with Dow Corning Silicones — not only 
makes leather water repellent but keeps it soft and flexible 
even after repeated wetting. A prime resource for Syl-mer 
treated waterproof boots is Wolverine. Ask to see the 
Syl-mer treated styles in their line. 


Dow Corning CORPORATION 
MIDLAND, MICHIGAN 


WOLVERINE 

Shoes of Syl-mer treated leather. All seams sealed. Sweat- 
proof insoles. Glove-soft leather linings. Thick cushion 
crepe traction soles. 


1017A — Field Boot. 

Sizes 8-11, 12 in A width; 
6-11 in C, E, EEE. 
$12.50. 


1037 — Field Oxford. 
Sizes 6 to 11, 12; widths C-E. 
$8.90. 
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Unique insole by Brown cradles whole foot 


Brown Shoe Co.’s “Wondersole,” 
a revolutionary new insole and shoe 
construction, was introduced to the 
trade at the National Shoe Fair 
and met with immediate and excel- 
lent response. 

Basically the insole is curved in 
a bottom-of-the-foot design so that 
the wearer of the Wondersole shoe 
finds her foot making contact with 
the insole at every point, not just 
at the ball of the foot and at the 
heel seat. Insoles are pre-molded 
in the contour shape and are used 
with lasts shaped in the same con- 
tour. 

Brown Shoe Co. is adding new 
lasts specially for the Wondersole 
construction feature. The finished 
shoe does not look any different 
from conventional shoes with con- 
ventional flat insoles. 

Louis J. Schaefer, executive vice- 
president in charge of sales, said 
the insole is not a slip-in but an in- 
tegral part of the shoe, designed to 


cradle the foot. 

Use of Wondersole footwear is 
initially on selected patterns in Air 
Step and Naturalizer lines. A com- 
pany spokesman said the first two 
patterns will be an oxford and a 
slipon, white, of the type widely 
worn by hospital workers, beau- 
ticians, supermarket checkers and 
other stand-up workers. 


French manufacturer 
develops one-piece moc 


A new moccasin construction 
which starts with a single piece of 
leather twice the length of a man’s 
foot, was introduced at the National 
Shoe Fair in Miami Beach. 

Shown by George Maret, Inc., of 
New York, it was developed by 
Pierre Elissabide, a Basque manu- 
facturer from southern France. 

The single piece of leather is cut 
by hand. Then both ends are folded 
back and handsewn to form a one- 





Top: single section of leather before fold- 
ing. Bottom: folding both ends inward 
produces square-toed moccasin. 


piece moc. Being of one piece, toe 
and vamp require no stitching but 
blend into a natural square toe. 

Elissabide calls his new, light- 
weight moccasin “Soleil.” It will 
be aimed at the volume trade in the 
U. S. 


New line by Dickerson 


aims at fashion detailing 


Salesmen for The Walker T. 
Dickerson Co., Columbus, O., are 
carrying samples of a new Tishu- 
Welt line of women’s shoes on 12/8 





Special 
BUNION 

and Hallux 
Vaigus last. 
Soft black Kid, 
no irritating. 
seams. 

Hides bulge. 





ample tread, 

supremely 

comfortable to 

the most sensitive foot. 


MOST COMPLETE LINE OF BASIC SHOES... 


GREATEST SELECTION OF TESTED LASTS... 
COMFORTABLE FIT FOR EVERY TYPE OF FOOT! 


3 Dr. Scholl Factories 
to serve you! 


it takes more than style, size or price 
to satisfy a ‘problem foot"’ cus- 
tomer! But put on a shoe that fits 
the individual foot, allows it to func- 


tion freely, and you not only havea | 
satisfied customer but a loyal friend. | 


Dr. Scholl manufactures the most 
complete line of basic shoes... 
helps you solve your customer's fit- 
ting problems! Custom craftsman- 
ship, above average mark-up, im- 
mediate shipment. Order now. 


WORLD’S LARGEST IN-STOCK 
SIZE RANGE 


MEN’S, some styles 5 to 16, AAA- 
EEEEEEE. 
WOMEN'S, 2% to 13, AAAAA-EEEE 


Complete catalog on request. 
THE SCHOLL MFG. CO., INC. 


213 W. SCHILLER, CHICAGO, ILL. 
62 W. 14TH, NEW YORK, N.Y. 
3223 E. 46TH, LOS ANGELES, CAL. 


Exclusive 
hand-pegged 
arch will never 
break down. 
Smart styles over 
full-tread last. 





BUILT-UP » ARCH 


Dr. Scholl's all leather ARCH-LIFT Sandals 
for men, women and children. Built-in metal 
support, molded sole, cupped heel. Gives a 
real ‘lift’, prevents stress and strain. 
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The new Lehigh “Footshield” Safety Shoe offers maximum safety. 

It’s protected on top by a special safety shield, protected underneath seine 
with soles and heels of PARACRIL® OZO...and with good reason THIS TAG 
...for PARACRIL OZO outwears all other sole and heel materials by —_— ON THE SHOES 


YOU BUY 
up to 2 to 1. AND SELL 


A specially developed blend of synthetic rubber and viny] plastic, 
PARACRIL OZO shoe soles are completely non-marking, highly 
resistant to deterioration by abrasion (even steel chips), oils and 


chemicals. Soles and heels of PARACRIL OZO outwear all others. 


& Naugatuck Chemical US 


Division of UNITED STATES RUBBER COMPANY 
DEPT. 1035P ELM STREET, NAUGATUCK, CONNECTICUT 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario » CABLE: Rubexport, N.Y. 
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and 17/8 heels, with crescent and 
square toes. 

In contrast to the firm’s matron- 
ly styled comfort footwear, the 
Tishu-Welt shoes aim at smart ap- 
pearance, fashion detailing, and 
soft, supple construction along with 
comfort. They are designed pri- 
marily for the mature woman of 
any age who demands a fashionably 
styled welt shoe. Flexibility is 
achieved by the special leather in- 
sole riding free of the outsole. 


The line includes open toes, strap 
patterns, ties and closed pumps in 
a wide variety of leathers, materi- 
als, colors and treatments. Some 
patterns are on an in-stock pro- 
gram. 


‘Couture casual’ group 
designed by Simonetta 


A small group of “couture cas- 
uals” created for B. F. Goodrich 
and Hood by Roman couturiere 








easy to set! 


Monarch price-marking makes it 


So easy to buy! 


Tell your customers that all-important “How much” 
quickly, neatly, legibly. Make it easy to buy with con- 
fidence and you'll increase sales. The quality look of 
Monarch printed price-marking whispers nice things 


about your store! 


Easy-to-apply Senso (pressure sensitive) labels are 
printed from inexpensive long-lasting bands of rubber. 
Information is changed by turning dials — set in sec- 
onds. Let us send you information on the way Monarch 
Price-Marking can help you—no obligation, of course. 

Fill out and mail coupon for information 


THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St., Dayton 3, Ohio BSR 1061 


Without obligation to me, please send information on 
Model 22 Dial-A-Pricer, and sample labels. 


Name 





Store Name 





Address 








Zone State 





"Dolce," from Simonetta collection, has an 
unusual round heel, softly squared toe. 
It's made of textured cotton with vamp and 
bow-like trimming in contrasting color. 


Simonetta is being introduced for 
resort-spring 1961-62. The designs 
and pullovers were executed by the 
designer in Italy, to be manufac- 
tured here in American sizes on 
American lasts. 

The six styles have a _ broad, 
chisel-shaped toe. Four of them are 
on flat heels, one on a barrel shape 
and one on a wedge. 

Fabrics used are textured solid 
and printed cottons, and all styles 
are on a new composition sole. 


Diamond Shoe launches 
in-stock men’s dress line 


Emanuel Rubin, vice-president 
and general manager of Diamond 
Shoe Corp., Marlboro, Mass., an- 
nounced the start of a new, com- 
pact in-stock line of men’s dress 
shoes. 

In the past, Diamond has pro- 
duced men’s dress shoes mostly for 
the volume trade. The in-stock line, 
to be known as the Diamond, will 
retail from $12.95 to $19.95 and 
will be available to most depart- 
ment and retail stores. A variety 
of leathers and processes is planned. 


Modified taper toe last 


A new line of men’s Italian- 
styled shoes, made by cement con- 
struction, has been marketed by 
Milford Shoes, Inc., Milford, Mass. 
Titled “Roman Arts,” the line will 
feature a modified taper toe last— 
which Milford officials feel will 
make it more acceptable to men 
who’ve considered the Italian point 
too extreme for their taste. 
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In Great Depth... 
In 11 Colors... 
In 5 Standard Heights... 


In Smooth-out or Rough- 
out Leathers... 


Available in over 300 
Size and Width 
Combinations... 


For Men, Women and 
Juveniles... 


For Work, Sports, Dress, 
or Rest... 


Known by the company 
they keep... JETS are in 
the very best companies. 
DEALERS everywhere 
are purchasing and sell- 
ing FRYE JET BOOTS 
PROFITABLY! 


BOOTMAKERS SINCE THE DAYS 
OF THE COVERED WAGON 
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Local Business Scores Again! On this, our Twentieth Anniversary, we salute 


the energy and foresight of thousands of businessmen and executives in every part of the land 
for their continuing support of the Payroll Savings Plan for U.S. Savings Bonds. For twenty years, 
they have seen the Payroll Savings Plan pay off in more local buying power. They’ve seen it help 
create more efficient and confident employees. They’ve seen it as a hard-to-beat employee 
benefit program. They’ve seen it improve labor relations and cut employee turnover. They’ve 
seen it strengthen the economic sinews of the nation. 


How about you? Why not install this plan now or learn the many ways to Improve participation 
in your existing plan. Send for complete brochure. Call your 
State Savings Bonds Director or write: U.S. Savings Bonds 
Division, Treasury Department, Washington 25, D.C. 


U.S. SAVINGS BONDS 


20 Years of Service to America 
Boot and Shoe Recorder 


The U. S. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Council and the donor. 
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These unique boxes by the Creative Shoe Merchandising Dept., Footwear and Acces- 
sories Div., E. |. DuPont de Nemours & Co., are covered with distinctive papers. 
They were featured editorially in the June 1st issue of BOOT AND SHOE RECORDER 


MATTHIAS PAPERS OF DISTINCTION 
FOR SHOE BOXES WITH THE “SABLE” SELL 


Box makers supplying All will find inspiration in Matthias pa- 


pers, the finest box and carton coverings. 


the shoe trade. Beautiful shoes are worthy of the most 


: dramatic presentation. Matthias papers 
Shoe manufacturers fabricat- cover the boxes that set the stage for sell 


ing their own boxes. ing America’s most distinctive footwear. 


Matthias creates original designs and 


Retailers seeking boxes will make to specification. All papers are 
; stocked in sheets or rolls for fast national 
with character. distribution. 


MATTHIAS PAPER CORPORATION 


165 W. BERKS STREET, PHILADELPHIA 22, PENNSYLVANIA 
IN THE SOUTH: P. 0. BOX 783, HICKORY, N. C. 
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Freeman '62 campaign 


to feature the MacRaes 


To promote its “Medal Winning 
Styles,” Freeman Shoe Corp., Bel- 
oit, Wis., plans the most intensive 
advertising campaign in its his- 
tory for spring 1962. 

A well known acting - singing 
team will play a key role: Gordon 
and Shelia MacRae. They will be 
pictured in ads in such publications 
as Time, Holiday, Sports Illustrat- 
ed, Gentlemen’s Quarterly and the 
Wall Street Journal. Point-of-sale 
material, displays, direct mail and 


THE 
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SHOE 
fre Young Woman, in Whitt, 








THE JUVENILE SHOE CORPORATION 
OF AMERICA © AURORA, MO. 








newspaper mats will feature the 
MacRaes. 

The company will also make ex- 
tensive use of network radio. Dur- 
ing the biggest retail-selling week- 
ends of the spring season, NBC’s 
“Monitor” program will present the 
MacRaes. In addition, Freeman will 
offer taped recordings of commer- 
cials featuring the couple for dealer 
spots on local radio stations. 


Underhill in sales post 


Frank T. Underhill, who resign- 
ed recently after four years as 
executive director of Independent 
Shoemen, has become sales man- 
ager of Air Tred Shoe Corp. and its 
division, Styl-Eez Shoe Corp., both 
of Auburn, Me. He will work with 
Jack Cashman, vice-president and 
general manager, in developing style 
and merchandising programs. 

Before joining I.S., Underhill 
was sales and merchandising man- 
ager for R. J. Potvin Shoe Co. He 
was also with Genesco, Inc., and 
International Shoe Co. 


H. E. Davis Shoe Co. 
adds warehouse in South 


Southern customers of H. E. 
Davis Shoe Co., Freeport, Me., 
manufacturer, are now receiving 
their orders from a distribution 
warehouse in Texarkana, Ark.-Tex. 

The new facility, supervised by 
Albert H. Blair, serves Texas, Ar- 
kansas, Louisiana, Oklahoma, Mis- 
sissippi and Alabama. Later it may 
also service retailers in Tennessee, 
Kentucky and Missouri, according 
to Milton Mack, president of Davis 
Shoe. 








Va 60 MILLION READERS WILL SEE DANSKIN ADVERTISING IN 
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DANSKIN, INC. * 


THE ONE AND ONLY 
BIG NAME BRAND 


“DA NSKINS , 


America’s Most Popul: 


TIGHTS: LEOTARDS - 


ee 


TRUNKS 
Anit of DANSOFT stretch nylon 


DANSKINS— 


favorites for 
everyday 
wear, too. 
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Sales jump, but Genesco 
is unhappy about profits 


Net sales at an all-time high... 
profits up but unsatisfactory. 

That’s the paradox revealed in 
the annual report of Genesco, Inc., 
covering the year ended July 31. 
Chairman Maxey Jarman and Pres- 
ident Ben H. Willingham ex- 
plained: “Last year, feeling that 
the footwear industry was headed 
for a period of intense competition, 
we decided to lead with attractive 
prices to the trade. That made it 
possible to increase our unit vol- 
ume of footwear business at a time 
when the industry as a whole was 
losing volume. This was costly... .” 

The fiscal year’s final quarter, 
however, showed increased volume 
and higher profits than in the same 
period of 1960, the report disclosed. 

For fiscal 1961, net sales of this 
diversified manufacturer-retailer of 
shoes and apparel reached $333.5 
million compared with $305.1 mil- 
lion the year before, an increase of 
9 per cent. Net earnings were $8,- 
154,624, an increase of 8 per cent 
over profits of $7,539,841 in 1960. 
But earnings per share were $2.06, 
down from $2.12. 

Genesco, Inc., has offered to buy 
260,000 common shares of Agnew- 
Surpass Shoe Stores, Ltd., Brant- 
ford, Ont., manufacturer-retailer, 
at $24.25 (in Canadian dollars) a 
share. The firm, which operates 
some 150 stores, has about 403,000 
common shares outstanding. 


Green’s earnings gain 


A favorable third quarter led to 
increased sales and earnings for 
the Green Shoe Manufacturing 
Co., Boston, in the nine months 
ended Aug. 31. President Samuel 
L. Slosberg said net sales totaled 
$17,495,326, up from $17,283,340 
in the same period of 1960. Net 
earnings rose 5 per cent to $1,365,- 
101 from $1,297,353. 


U. S. Shoe sets mark 


In terms of sales volume, United 
States Shoe Corp., Cincinnati, and 
subsidiaries chalked up the most 
successful nine months in their his- 
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tory in the period ended Aug. 31. 
Chairman Joseph S. Stern and 
President Nathan Stix said profits 
during the same months were the 
second greatest ever. 

Net sales after discounts totaled 
$40,714,029 compared with $39,- 
612,352, an increase of about 3 per 
cent. Net income was $2,501,446 
(or $2.21 per share), up about 3 
per cent from $2,435,362 (or $2.15 
a share). 


One title too many 


A typographical error in BOooT 
AND SHOE RECORDER’S National 
Shoe Fair Daily gave an extra title 
to Else Metzger, overseas service 
and fashion director for Selby In- 
ternational, Inc. Over a signed arti- 
cle, she was incorrectly identified 
also as style director, Amalgamated 
Leather Cos., Inc. Miss Metzger is 
not associated with Amalgamated. 


For service to health 


Robert Cohen (right), president of Ran- 
dolph Manufacturing Co., Inc., receives 
1961 National Foot Health Council award 
from Governor John Volpe of Massachusetts, 
while Dr. Joseph Lelyveld, chairman of 
council, looks on. Company was honored 
on its 12th anniversary for its work in per- 
fecting the Randy Pedic canvas shoe with 
steel shank and reinforced . counter. 





Books 


Insight on labor-management harmony 


PARTNERS IN PRODUCTION, by Henry 
L. Nunn. New York: Prentice-Hall. 
$4.95. 


* 

Nunn-Bush Shoe Co. has oper- 
ated for nearly half a century with- 
out strikes or even arbitration. 
Henry Nunn, its founder and for- 
mer president, says a basic under- 
standing of labor’s needs is the start 
toward reproducing this record 
anywhere in industry. Naturally, 
adds Nunn, you must also under- 
stand management’s needs. 

The secret of his company’s suc- 
cess is in its Share-of-Production 
Plan, which was formulated during 
depression years and has grown 
into a tradition. 

The book tells the story of how 
labor and management work in 
harmony for profits and growth, 
and compares the Nunn-Bush plan 
with generally accepted plans of 
compensation, wages, commissions, 
incentive plans and other conven- 
tional methods “that unfortunately 
do not eliminate disputes.” 

Labor, says Nunn, is not a com- 
modity. Management owns the 


tools, and labor owns the skills. The 
plan at Nunn-Bush is billed in the 
book as “an entire program for 
labor-management amity and co- 
operation; one which has proven 
itself through decades of successful 
application; a program that estab- 
lishes a partnership betwgen man- 
agement and labor; one of mutual 
interests for mutual benefits.” 

Nunn’s approach, which leans 
slightly toward the maudlin, falls 
short of total effectiveness because 
he fails to state firmly the big 
point: The best thing that can be 
said for the plan is that it has suc- 
cessfully survived periods of eco- 
nomic strain and gain, including 
the extremes of depression, war 
and postwar boom, topped off by 
success over one of the nation’s 
greatest dangers, the ultra-unionist 
cycle. 

Any plan that has survived all 
this is worth consideration. Any 
shoe manufacturer’s plan that ne- 
gotiates today’s tortuous paths is 
worth serious consideration by 
every manufacturer. 

—EDWARD J. RICHTER 
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MARKET REPORT 
Production up, but so is the competition 


Most plants are busy again, 
but price rises and other fac- 
tors are combining to hurt 
manufacturers. 


BOSTON 


Although most New England 
shoe manufacturers are reporting 
fair to good activities, including 
the areas feeling the “normal sea- 
sonal slump” last month, overall 
production figures revealed a de- 
cided decrease of nearly 3 per cent 
for the first eight months of 1961 
as compared to the same period 
last year. 

Producers attribute the lack of a 
retail “snap back” they felt would 
formulate as the economic situa- 
tion became more stable. General 
consensus is that retailers’ spotty 
buying has displayed a lack of any 
great zeal to build inventories, 
showing a somewhat difference 
from prior upswings of previous 
postwar recessions. 

Oddly enough, the retailers, well 
aware of the price squeeze produc- 
ers are facing and realizing price 
hikes at some levels are inevitable, 
still failed to overstock. 

Women’s makers in the medium 
price soft leather casuals and flats 
showed steady production output, 
whereas high style novelty produc- 
ers are feeling a slight slump. Few 
areas report “excellent” as previ- 
ously predicted might be the case 
following the National Shoe Show. 


Binghamton: Production 
holding at good rate 


Production has held at a good 
rate at most upstate New York 
shoe plants, although a few slacked 
off as samples for the spring line 
were finished. 

Manufacturers are going all-out 
on the new lines from the stand- 
point of design and marketing. 
“Newness” appears to be the key to 
the industry’s plans. Every effort is 
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being made to convince retailers 
and the public that a company is 
offering refreshingly new styles, 
constructions, colors and material 
combinations. 

Market research departments 
obligingly offer figures to prove 
that a firm’s new line squares di- 
rectly with the needs and wants of 
a big slice of the population. 


Penna.: Children’s needs 
pepping up area’s plants 

The shoe manufacturing future 
in the Lancaster-Reading area looks 
good for the producers of chil- 
dren’s shoes who are working full 
with limited overtime. All are well 
pleased with the steady increase of 
orders for fall shoes. 

Sales of athletic shoes have 
shown a definite gain since they are 
also being sold by retail shoe stores 
instead of just sporting goods 
stores. 

Manufacturers of ladies’ popu- 
lar-priced casual shoes still find or- 
ders slow, and some are not work- 
ing a full 40-hour week. They hope 
that the oncoming cold weather will 
lead to increased sales of leather 
shoes. Orders for women’s fur- 
lined boots have shown a gradual 
switch from Goodyear welts to the 
lighter-weight, crepe-soled cements. 
Nurses’ oxfords in lighter weight 
flex soles are also becoming increas- 
ingly popular. 

Looking to the spring line of 
women’s shoes, it is expected that 
bone will be superseded by ca- 
melia. Possible price increases will 
depend greatly on the leather mar- 
ket. 


Los Angeles: All are mum 
on certain price boosts 


Southern California shoe manu- 
facturers continue to hold firm on 
prices, and while they agree that 
increasing costs of raw materials 
and such operational functions as 
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retooling and designing make at 
least a slight price boost inevitable, 
no factory representative can pre- 
dict when it will happen. 

Consumer interest in new fall 
styles has, according to one manu- 
facturer of women’s shoes, pepped 
up retail shoe buyers’ activity, and 
orders are showing improvement 
over past months. All large fac- 
tories here are running full time. 

The crescent - shaped toe in 
women’s shoes is gaining steadily 
in popularity, and one local sup- 
plier contends that it is on its way 
to becoming the Number One seller 
by spring. Favorable acceptance of 
this new toe style is being re- 
flected in medium to heavy orders. 

The needlepoint toe is running 
a close second and is still an im- 
portant item in inventories. On the 
other hand, the much- heralded 
square toe shapes, despite extensive 
retail advertising, are not being or- 
dered from California factories in 
any impressive volume. It is the 
consensus of local manufacturers 
that this shoe fashion is still a 
novelty and in the trial period. 
They predict that it will be several 
months before retail approval of 
this toe style is broad enough to 
result in substantial factory orders. 
Manufacturers in this area are pro- 
ducing the square toe shoes in 
limited quantities. Southern Cali- 
fornia women never wholly aban- 
doned the open-toe, sling-back 
pump, despite new styles, and this 
old favorite continues to be an im- 
portant product on some manufac- 
turers’ lists. 

One factory reports stepped-up 
buying for spring in black calf and 
patent open-toe pumps. 

Producers of children’s and teen- 
age shoes report improved business 
with the end of school vacation. 
Rubber soled canvas and fabric 
footwear, a year-round California 
favorite among juveniles, is in good 
demand. 


Boot and Shoe Recorder 


Sisson era An RSP he NUP aONDSEENN esenereeevrte 





the production line 





NEW PRODUCTS 


Guantone effect 


A new method of applying a 
guantone effect to men’s shoes has 
been devised by Vic Sherbrooke, 
superintendent of the Frank Noone 


Shoe Co., Rockland, Mass. The 
three-part braid is stitched to the 
top of a strip, either leather or syn- 
thetic, which when applied to the 
lasted upper, has a perfectly uni- 
form grading around the forepart 
of the shoe. 

The upper is first lasted and the 
exact position of the wrap. is 
marked on the upper. From this 
determined line down, the upper is 
roughed and cemented and the back 
of the wrap also cemented. The 
wrap is then applied to the upper 
and wheeled on with pressure, and 
conventional lasting is then com- 
pleted. 

Ouimet Stay and Leather Co. has 
been licensed exclusively to manu- 
facture the wrap in either leather 
or synthetic, but no royalties are 
involved in the sale of this mate- 
rial. SOURCE: Ouimet Stay and 
Leather Co., 31 Monument St., 
Brockton, Mass. 


Rot-proof fabric finish 


Fabric shoe uppers and laces 
which deteriorate from exposure to 
rain, mud and dampness can be pre- 
vented from rotting through use of 
a new durable chemical finish which 
effectively prevents decomposition 
of fabric and extends its life indefi- 
nitely. 

The finish, called Arigal C, has 
been developed after years of in- 
tensive research in the laboratory 
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and field. Described as rot-proof, it 
provides permanent weather protec- 
tion without affecting the appear- 
ance, strength or “breathing” abil- 
ity of the treated material. The fin- 
ish is linked to the fabric by rapid 
chemical fixation and may be used 
in a continuous processing applica- 
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FEATURE ATTRACTIONS IN 


theatricals 


tion. Economical for use on yarn 
or piece goods due to simplicity of 
application and elimination of after 
wash. Treated fabric retains its 
original hand without stiffening of 
bulkiness developing. SOURCE: 
Ciba Co., Inc., Chemical Specialties 
Div., Fair Lawn, N. J. 
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Allied Kid merger talks keep industry 
guessing about other principal's identity 


The absence of additional facts 
from Allied Kid Co. officials about 
recently disclosed merger pro- 
posals with unnamed companies 
has speculation running high in 
the trade. 

The only definite revelation by 
officials of the Boston leather firm 
is that negotiations are in prog- 
ress concerning (1) proposals by 
one unidentified firm to purchase 
Allied stock from its present hold- 
ers, and (2) acquisition by Allied 
of stock of another unnamed busi- 
ness “completely unrelated” to the 
leather industry. A decision is ex- 
pected by year’s end. 


Is it Glen Alden?—Persistent 
trade rumors name Glen Alden 
Corp., a major holding firm, as 
one likely prospect for this propo- 
sition. Glen Alden presently con- 
trols another large tanning firm, 
E. Hubschman & Sons of Phila- 
delphia, and last January tried 
unsuccessfully to gain control of 
Endicott Johnson Corp. 

“Any agreement,” Allied of- 
ficials have said, “will be subject 
to appraisals, audits and detailed 
investigations. This will take sev- 
eral months to complete.” 


Result: diversification — Allied 
officials have pointed out that suc- 
cessful conclusion of the negotia- 
tions would have two diversifica- 


tion results. It would provide in- 
vestment diversification for pres- 
ent major stockholders and prod- 
uct diversification for the com- 
pany itself. 


Further probing brings into 
question a recently published item 
indicating that Allied may gain 
control to distribution rights of 
the much-discussed new shoe up- 
per material being developed by 
E. I. du Pont de Nemours Co. With 
Allied holding control of Phillips- 
Premier Corp., distributor of du 
Pont Fabrilite shoe materials, 
this could seem a possibility. 


No commitment yet — Further 
investigation, however, reveals 
that du Pont has not yet made any 
commitments for marketing the 
new product. Nor has du Pont in- 
dicated that it will distribute 
through any outside channels at 
all. 


Allied Kid’s negotiations for a 
merger with a non-leather indus- 
try do, however, fall in line with 
previous acquisitions made by 
the tanning company. Since gain- 
ing control of Phillips-Premier 
Corp. and Clemtex Manufacturing 
Co., some 15 per cent of Allied’s 
business has been realized from 
these firms. This trend seems en- 
couraging to Allied’s expansion in 
the non-leather field. 


TCA meeting to hear 
McDonald and Gleason 


The executive heads of two shoe 
trade associations will speak at the 
annual meeting of the Tanners’ 
Council of America, Oct. 25-27 at 
Chicago’s Edgewater Beach Hotel. 

Edward J. McDonald, executive 
vice-president of the National Shoe 
Retailers Assn., will discuss trends 
in footwear distribution and their 
implications for tanners, manufac- 
turers and retailers. Francis H. 
Gleason, president of the New Eng- 
land Shoe and Leather Assn. and 
president of J. F. McElwain Co., 
will speak on shoe materials as seen 
from the shoe manufacturer’s view- 
point. 

The meeting will open Oct. 25 
with a report on new developments 
in brine curing of hides, and a dis- 
cussion of developments in hide 
marketing. 

The following day’s speakers will 
include, besides McDonald, TCA 
President H. K. Dugdale, who will 
summarize leather industry trends 
and issues; Prof. Raymond Rod- 
gers, discussing “What’s Wrong 
with Business?”, and Rep. John H. 
Dent (Dem., Pa.), who will tell 
“How to Survive Imports.” 

Speakers on Oct. 27 will include, 
in addition to Gleason, J. Russell 
Ives of the American Meat Insti- 
tute, and C. W. McMillan, head of 
the American National Cattlemen’s 
Assn. J. G. Schnitzer, government 
shoe and leather authority, will be 
chairman of a panel covering the 
outlook for shoe production and raw 
material export trends. 
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(Formerly Lion Sandal Co.) 


Boot and Shoe Recorder 


— ‘ 
PTY os ere seem E TES mem meme mene A! or renee 





allied trades 


the production line 





Suppliers fail to recognize their powerful 
role in the industry, Rossi says in Canada 


Canada’s $60 million allied shoe 
trades industry, like its $800 mil- 
lion sister industry in the U. S., 
is a force of shoe industry leader- 
ship far greater than the supply 
groups realize. As_ suppliers, 
laboring under a degree of in- 
feriority complexes, they them- 
selves have failed to realize the 
enormous influence of their prod- 
ucts and services upon the shoe 
industry. 

This was the opening salvo of an 
address by William A. Rossi, exec- 
utive editor of BOOT AND SHOE RE- 
CORDER, before the Shoe Industry 
Suppliers Assn. of Canada, at a 
luncheon Oct. 2 in Montreal. 


Influence on styling—Rossi said 
that the production, styling and 
performance values of shoes today 
are more dependent upon the sup- 
ply trades than upon the shoe manu- 
facturing industry itself. The mak- 
ing of shoes is not a true manu- 
facturing but an assembling pro- 
cedure, and all the parts necessary 
to this assembly—as well as the 
machines and methods to do it— 
come from the suppliers, not from 
the shoe manufacturers. 

“The suppliers furnish a large 
share of the brains, power and in- 
spiration behind the throne of shoe 
manufacturing today,” said Rossi. 
“But they’ve become so occupied 
with price-selling their products 
that they’ve forgotten to mention 
or sell the many other features in 
their selling arsenal.” 


Active in research—Rossi cited 
a number of vital areas in which 
the supplier bears great influence. 
For example the great majority of 
shoe industry research projects are 
done by the suppliers. They are 
responsible for almost all new tech- 
nology and technical advance in the 
shoe manufacturing industry. A 
very large share of the new styling 
features in shoes are the brain- 
children of the suppliers. 

This also applies to new merchan- 
dising features in shoes, and to 
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improvements in the fit and quality 
of shoes. The large proportion of 
new economies in shoemaking stem 
from developments of the suppliers 
—through new or improved ma- 
chines, products, constructions or 
techniques. 


“Sell progress”—The most im- 
portant product the supplier has to 
sell is progress,” Rossi declared. 
“And, ironically, this is the least- 
mentioned and least-sold feature in 
his line. He is paying so much at- 
tention to the incubator that he is 
forgetting the egg.” 

Rossi told the suppliers that three 
developments of major importance 
to the shoe industry will probably 
start to emerge in this decade. The 
first is a strong movement toward 
standardization of many of the 
component parts essential to shoe- 
making. 

“The years of talk will convert 
into definite action,” he said. “Asa 
result, standardization of shapes, 
sizes, etc., of various component 
parts will do much to speed produc- 
tion, cut costs, improve deliveries 
and upgrade shoe quality. Overall 
efficiency in shoe manufacturing 
will take a giant forward stride.” 


Product “clearing house”’—The 
second development is an industry 
clearing house to which all current 
or new supply products would be 
submitted for evaluation testing 
and given an appraisal classification 
that would be available to all shoe 
manufacturers. The supplier would 
not be required to submit his prod- 
uct for testing—but it would be to 
his advantage and to the shoe man- 
ufacturer’s, as well as to the re- 
tailer’s and consumer’s, if he did. 

The third development likely to 
emerge is an industry-sponsored re- 
search organization and program, 
similar to the Satra House of Eng- 
land and to those of other nations. 
Neither the U. S. nor Canada now 
has any such program or institu- 
tion—and this, Rossi charged, is 
one reason why some European na- 





MEN WANTED 


For United Foot-so-Port Shoe 
Stores, Inc. Progressive National 
Retail Chain is looking for Top 
Notch Managers to operate ex- 
clusive stores selling one brand 
of shoes. 


The men who are selected for 
managing exclusive Foot-so-Port 
Shoe Stores must know how to 
adapt themselves to a uniform 
plan of merchandising, stock and 
budget control. Latest data on 
modern shoe merchandising is 
furnished through a central of- 
fice where constant research is 
carried on. 


The growing demand for high- 
caliber men to operate exclusive 
Foot-so-Port Shoe Stores pre- 
sents one of the most unusual op- 
portunities open to experienced 
Shoe Salesmen. 


Are YOU the man 
we are looking for? 


Have you had at least three 
years experience selling quality 
shoes? Do you have a thorough 
knowledge of fitting? Do you 
have a pleasing personality and 
enjoy good health? Are you am- 
bitious and willing to work hard? 
Would you relocate if necessary? 
No investment required. 


If your qualifications measure 
up to the requirements listed, we 
should like to have you write giv- 
ing complete information about 
yourself to Mr. George Howie. 


UNITED 
FOOT-SO-PORT SHOE STORES, INC. 
OCONOMOWOC, WISCONSIN 
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tions are outpacing us in techno- 
logical advance in the shoe indus- 
try. 


A lesson to U. S.—The RECORDER 
executive editor said also that the 
ability of Canada’s shoe suppliers 
to function as an organized body 
should stand as a lesson to the U. S. 

“In the States, the shoe sup- 
pliers are the only major body that 
remains dispersed and unorganized, 
without a trade association,” he 


stated. “This is one reason that 
they are without effective industry 
voice despite their vast size and 
potential influence.” 


Heel copies Continental 


with steel on maple base 


Dominion Wood Heel Corp., Ltd., 
claims to have captured the simple 
grace and beauty of the Continen- 
tal heel, increasingly a favorite in 





~ PROFIT MAKERS..... 


Western 
Wellingtons 
by J. W. Carter 


Here are boots that are bound to 
make a big contribution to your 
profit picture for months to come. 
Built on the famous Wellington 


last 


.-. finished with smart Western 


style, full leather lined tops... they 
combine solid comfort with that 
much wanted Western air. 


J. W. Carter builds these 
boots with high and medium 
tops; with a choice of black 
or tan in both styles. 

And like all J. W. Carter 
boots and shoes, they are 
popular priced to move faster 
with a full markup to you. 
For full details see the Carter 
man in your area or contact 
the factory today! 


J. W. CARTER COMPANY 


P.O. BOX 30 


NASHVILLE, TENNESSEE 





France and among high-fashion 
specialists here, in special, heat- 
treated steel on a base of select 
maple. 

Because this style with its 
straight-up breastline has a rela- 
tively short heel-seat length, often 
with insufficient bearing on the 
shoe, Dominion has revived its pat- 
ented Breastlock construction and 
made it available, if desired,. for 
this heel. Breasting problems are 
simplified by cutting the sole off 
short and inserting the end into the 
channel cut in the heel seat. 

The new Continental is available 
in heights from 18/8 to 24/8 and 
is well suited to covering with 
leather or synthetics in any color 
or pattern, including simulated 
stacked leather. Uncovered samples 
may be obtained from Dominion’s 
styling center, 4500 Hockelaga St., 
Montreal. 


Mesh fabrics offered 
in sculptured pile effect 


A line of woven and knitted Vy- 
cron mesh fabrics for shoes, both 
with sculptured pile effects, has 
been introduced by Silk City Indus- 
tries, Inc., under the name “Tech- 
nique Fabrics.” 

The strength of these polyester 
fabrics provides good workability 
in the factory and durability on the 
feet, claims Philip Schusterman, 
head of Silk City’s shoe trade pro- 
gram. 

Five designs in the sculptured 
pile effect, a patented process, are 
being offered for spring in varied 
colors of pile, and _ tone-on-tone. 
Solid colors are also offered for 
men’s and women’s footwear. 


Goodrich vinyl soling 
called tough, versatile 


A Koroseal vinyl soling designed 
to provide long-wearing soles that 
can resist heavy abuse, has been 
introduced by B. F. Goodrich Co., 
Akron, O. 

Fred Lang, general manager of 
the company’s shoe products, said 
the material is lightweight, flexi- 
ble and tough and can be stitched 
on conventional shoemaking equip- 
ment or cemented to a variety of 
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uppers. It’s available in brown and 
black with a pebble finish. 

Lang said Koroseal’s abrasion in- 
dex—250 minimum—exceeds that 
of any other rubber or rubber-rein- 
forced soling. 


Dyeable fabrics plugged 


Two new white dyeable fabrics, 
labeled Four Seasons and Ganges, 
are being featured in a nationwide 
promotion aimed at chain store 
buyers and retailers by Gilbert 
Freeman, Inc., Boston shoe fabric 
firm. Primarily for daytime wear, 
the two fabrics are also suitable 
for “round-the-clock” wear and will 
tint evenly and attractively, the 
maker says. 


Radio campaign for Kiwi 


Kiwi Shoe Polish, Pottstown, 
Pa., has undertaken the most am- 
bitious advertising campaign in its 
history. For the next year, Kiwi 
messages will be heard on the CBS 
radio network on programs featur- 
ing Arthur Godfrey, Bing Crosby, 
Rosemary Clooney, David Schoen- 
brun, Art Linkletter and Douglas 
Edwards. Stars of the programs 
will be featured on all point-of-sale 
pieces. 





Ripple honors Brauer 


Leonard Hack (left), president of Ripple 
Sole Corp., Detroit, presents annual “Rip- 
ple Sole Hall of Fame Award" to Roy 
Sundling, president of Brauer Bros. Shoe 
Co., St., Louis, during NSF. Brauer firm was 
cited for "styling and promotional achieve- 
ment" in designing a successful Paradise 
Kittens style with a Ripple Sole. 
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‘Lead time’ need viewed 
as spur to Allied Show 


Earlier timing of all major shoe 
shows has led shoe manufacturers 
to seek more “lead time” for the 
preparation of their lines, says 
Clarence R. Heyde, executive di- 
rector of the Allied Shoe Products 
Show. 

This situation, coupled with 
major styling changes and expec- 
tations of a shoe boom ahead for 


1962, will serve to stimulate at- 
tendance at the Dec. 3-5 Allied 
Show in the New York Trade Show 
Bldg., Heyde claims. The show 
will be held one week earlier than 
in 1960. (In the past the show- 
ing of fall-winter allied products 
was normally held in February.) 

Sales of allied shoe products 
and upper leather for the fall- 
winter ’62 season will total about 
$700 million, a new peak, Heyde 
said. 
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CHICAGO SHOE SHOW 
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PERSONNEL CHANGES 


DOUGLAS DECKER ANTHONY DIECIDUE JAMES W. KUHN 
Berned Shoe Co. 


Dunham Bros. Dunham Bros. 


Wholesalers .. . 


BERNED SHOE CO., Boston— 
Appointed James W. Kuhn sales man- 
ager, in charge of developing new 
distribution areas for the company’s 
dance footwear and athletic division 
and introducing a new “Easy Livin” 
line of novelty flats. 


DUNHAM’S, Brattleboro, Vt.—Ap- 
pointed Douglas Decker leather foot- 
wear salesman for northern Vermont 
and New Hampshire. 

Named Anthony Diecidue sales rep- 
resentative for Long Island and 
Brooklyn. He was formerly with J. 
C. Penney. 


HERSHBERG SHOE CO., INC., 
Boston—Appointed Phil Berger sales 
manager for New England and New 
York. He will also serve in an execu- 
tive capacity. He was formerly with 
Julius Goldstein & Sons Co. for 19 
years. 


Shoe manufacturers... 


BELGRADE SHOE CoO., Auburn, 
Me.—Appointed John P. Cournoyer 
sales representative for the Moxees 
line in Massachusetts, Connecticut, 
Rhode Island, Vermont and southern 
New Hampshire. He was formerly 
with BGS Shoe Corp. and Dunham 
Bros. 


BEN DAVIS 
Musebeck Shoe Co. 


JACK GALWAY 
Penobscot Shoe Co. 
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ALLEN SANDLER 
Sandler of Boston 


Belgrade Shoe Co. 


CLASSICAL GIRL SHOE CO., 
Portland, Me. — Appointed Harold 
Krauss sales representative in Chi- 
cago and surrounding area, succeed- 
ing the late Urban K. (Red) Allen. 


CONVERSE RUBBER COMPANY, 
Malden, Mass.—Announced election 
of Albert H. Wechsler as president of 
the corporation, succeeding the late 
Henry C. Berlin. He joined Converse 
in 1929 and was made vice-president 
and general manager in 1932. 

Elected Abraham Stone as vice- 
president of the firm. He is a prac- 
ticing lawyer. 


DESCO SHOE CORP., New York 
—Appointed William Webber sales 
representative in Iowa, Minnesota, 
the Dakotas and part of Wisconsin. 
He was formerly a shoe buyer for 
the Powers Dry Goods Co., Minneap- 
olis. 


ENDICOTT JOHNSON CORP., En- 
dicott, N. Y. — Appointed Howard 
Baer product manager, women’s fash- 
ion shoes (including dress, casual and 
flat shoes). He was formerly product 
manager of women’s dress heels. 

Named Irving Block in charge of 
all styling of women’s fashion dress 
shoes as well as women’s flats, cas- 
uals and fashioned vulcanized and 
Desma constructions. He was former- 
ly product manager, women’s flats 
and casuals. 


MEL GAYLON 
Sandler of Boston 


JOHN COURNOYER WILLIAM WEBBER 
Desco Shoe Corp. 


CHAS. F. BAKER 
Stetson Shoe Co. 


L. H. BILLET 
French, Shriner 


ROGER SOUDER 
Justin Cos. 


Appointed Henry Turner coordina- 
tor with product planning and man- 
ufacturing for women’s dress, casual 
and flat shoes. 


FRENCH, SHRINER & URNER 
MFG. CO., Boston—Appointed L. H. 
Billet as New York regional sales 
manager for all lines. He was former- 
ly sales manager for Edwin Clapp & 
Son, Inc. 


GARDINER SHOE CO., Gardiner, 
Me.—Appointed Mike B. Myles sales 
representative for the Yorktown and 
Air Tred lines in Connecticut, Massa- 
chusetts and Rhode Island. 


GEORGIA SHOE MFG. CO., Flow- 
ery Branch, Ga.—Elected Jasper C. 
Osborne and Sol I. Golden to the 
board of directors. 


HERBST SHOE MFG. CO., Milwau- 
kee—Appointed Robert G. Jones sales 
representative in northern California 
and the Pacific Northwest. He suc- 
ceeds Jack Price, who retains the 
Utah-Colorado-Arizona-New Mexico 
territory. Jones was formerly gen- 
eral manager of Junior Boot Shops, 
a San Francisco area chain. 


JUSTIN COS., Ft. Worth, Tex.— 
Promoted Roger Souder to assistant 
general manager. He was formerly 
general production manager and gen- 
eral manager, belt division. 


KLEVEN SHOE SALES CO., divi- 


JIM KENNEY 
Crown Shoe Mfg, 


W. F. GARVIN, JR. 
Wing-Dings, !nc. 
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sion of Genesco, Spencer, Mass. — 
Appointed Jay Jonas plant manager 
and Joseph Marra plant superintend- 
ent. Jonas was formerly plant man- 
ager and head of patternmaking and 
design at the Delman Co. plant (also 
a Genesco division), and Marra was 
quality control manager of Delman. 


LOWN SHOES, INC., Auburn, Me. 
—Appointed Clyde Martin sales rep- 
resentative for Troylings in the Mid- 
west. He will open a St. Louis head- 
quarters office. He was formerly vice- 
president of Hamilton Shoe Co. 


MANNEQUIN SHOES, INC., New 
York—Appointed C. H. (Monte) Duffy 
sales representative in Iowa, Missouri, 
Nebraska and Kansas. 


MEDWED FOOTWEAR, INC., 
Skowhegan, Me.—Appointed Lee L. 
Bushey factory manager, succeeding 
George M. Barr. 


MID-STATES SHOE CO., Milwau- 
kee—Elected Robert G. Milstein pres- 
ident. The company, a Shoe Corp. of 
America subsidiary, had no president 
previously, but Milstein had held the 
top position of executive vice-presi- 
dent and general manager since 1955. 


MUSEBECK SHOE CO., Oconomo- 
woc, Wis.—Appointed Ben Davis sales 
representative in Illinois (except 
Cook County) and southern Indiana, 
carrying both the Foot-so-Port and 
Kush-N-Arch lines and_ replacing 
Ronnie Pingel. He previously repre- 
sented Bata in Illinois. 


PENOBSCOT SHOE CO. Old 
Town, Me.—Appointed Jack Galway 
sales director for its new reptile di- 
vision, Big T Shoe Lines. 


SANDLER OF BOSTON, Needham 
Heights, Mass.— Appointed Allen 
Sandler regional sales manager for 
the area west of St. Louis. He was 
formerly assistant manager of the 
company’s children’s shoe division. 

Appointed Mel Gaylon sales repre- 
sentative for the Miss Sandler line 
in Ohio, Michigan and West Virginia. 
(Ed Englander and Ray Brooks con- 
tinue to carry the Sandler of Boston 
lines.) Gaylon formerly traveled for 
Kickerinos. 


STETSON SHOE CO., INC.—Ap- 
pointed Charles F. Baker designer 
for the Stetson and Banister lines. 
He will assist Vice-President John T. 
Heald in product development. He 
was formerly with Tobin-Hamilton 
Co. 


TOBER-SAIFER SHOE MFG. CO., 

St. Louis—Appointed Jim Kenney 
sales representative on the West 
Coast for a subsidiary, Crown Shoe 
Mfg. Co. He was previously sales 
manager for the parent company. 

WING-DINGS, INC., Saco, Me.— 
Appointed William F. Garvin, Jr., 
sales manager. He was formerly with 
Yankee Shoemakers. 
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Tanners... 


BARRETT & CO., INC., Newark, 
N. J.—Appointed Alfred H. Mueller 
vice-president in charge of manufac- 
turing. He was formerly plant super- 
intendent and works manager. 

Elected Mueller, James P. Beard 
and Andrew Salamatoyv to the board 
of directors. 


Allied trades... 


THE FIRST TEXTILE CoO., INC., 
New York—Appointed Milton (Pop) 


Secol head of the shoe fabric division. 
He was formerly with Shain & Co. 


S. C. JOHNSON & SON, INC., 
Racine, Wis. — Elected Samuel C. 
Johnson and John J. Louis, Jr., to the 
board of directors. 


SEIBERLING RUBBER CO., Ak- 
ron, O.—Elected W. Horace Mason 
vice-president and treasurer in addi- 
tion to his duties as president and 
general manager of Seiberling Rubber 
Co. of Canada, Ltd. He succeeds R. J. 
Thomas, who retired after 39 years 
with the company. 








by Discounter Competition? 


QUALITY where it counts is your rem- 
edy. VOTAN genuine leather soles are 
proving this point to an increasing number 
of retailers. This super-leather sole has 
excellent selling features: 


MORE WEAR PER IRON. Unusual flex- 
ibility. Water and skid resistance. Proven 
foot protection. And— 


The Seal of PARENTS’ Magazine Con- 
sumer Service Bureau .. . a powerful buy- 
ing guide for over 1,875,000 families with 
more than 4,200,000 children who wear 
the very best shoes. 


ANOTHER HELP for retailers is the in- 
formative leaflet about VOTAN soles 
which is tucked into each pair at the fac- 
tory. This too, carries the Seal of Com- 
mendation. 


CHILDREN’S SHOE DEALERS, gener- 
ally, know about VOTAN advertising in 
PARENTS’ Magazine during September 
and October. They'll refer to it during 
school outfitting days when showing new 
shoes with VOTAN leather soles. 


THE SUPER 
LEATHER SOLE 


VIRGINIA OAK TANNERY, INC. LURAY, VA. 
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WORTH WRITING FOR 





Pamphlets, booklets, sales aids 
and similar material of interest to 
RECORDER readers, will gladly be 
included on this page. Address: 
Editor, Worth Writing For, BOOT 
AND SHOE RECORDER, 56th & 
Chestnut Sts., Philadelphia 39, Pa. 





National data book 
Published annually since 1878, 


the Statistical Abstract of the 
United States is the standard sum- 
mary of statistics on the indus- 
trial, social, political and economic 
organization of the U. S. Con- 
tained in the 34 sections compris- 
ing this volume are statistics on 
population, education, law enforce- 
ment, labor force, income and ex- 
penditures, Federal, State and lo- 
cal finances, business enterprise, 


in Shoes” 


Nothing As Fitting 


Write for catalog 
and name of nearest 
representative. 


ST. LOUIS SALES OFFICE: Suite 700, 503 N. 12th St., St. Louis, Mo. 


NEW MARKET, 
NEW HAMPSHIRE 
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power and scientific development, 
waterways and shipping, agricul- 
ture, construction and housing, for- 
eign commerce and aid, and many 
other similar topics. Statistical Ab- 
stract of the United States, 1961. 
Cat. No. C 3.134:961. Supt. of 
Documents, Washington 25, D. C. 
$3.50. 


Promotion 


This pamphlet, prepared by the 
U. S. Civil Service Commission, 
amplifies 8 basic steps for the de- 
velopment and maintenance of ef- 
fective promotion programs and 
the evaluation of those already in 
operation. Building Better Promo- 
tion Programs. Cat. No. CS 
1.54:2/2. Supt. of Documents, 
Washington 25, D. C. 25¢. 


The superhighway era 


This is a summary of a report 
based on interviews with 573 small 
businesses in South Dakota whose 
traffic was affected by superhigh- 
ways. Since no commercial activity 
is allowed on the new superhigh- 
ways, businessmen will have to 
attract potential customers away 
from the new routes. Management 
Research Summary, Small Business 
and the Superhighway Era. Small 
Business Administration, Washing- 
ton 25, D. C. Free. 


Newspaper advertising 


A handbook on newspaper adver- 
tising for the small retailer is 
available from the University of 
Illinois. Its purpose is to give in 
concise form a program for turn- 
ing advertising dollars into dollars 
in the cash register. It covers the 
advertising budget, choice of me- 
dia, planning an advertising pro- 
gram, how to emphasize fast-mov- 
ing merchandise and store services, 
copy and layout, and coordinating 
your sales effort. Newspaper Ad- 
vertising for the Small Retailer. 
Bureau of Business Management, 
University of Illinois, Commerce 
Annex, Urbana, Ill. 85¢. 


Cold weather casual 
display kit 

A kit providing interior, window 
display and newspaper advertising 
suggestions for promoting the cold 
weather casual is available from 
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Leather Industries of America. The 
promotion ties in with a full-color 
spread that will be run in the No- 
vember Esquire. In addition to 
sketches of suggestions for win- 
dows, advertisments and interior 
displays, the kit contains a full- 
color reproduction of the Esquire 
ad, a streamer and a number of dis- 
play “tents.” Chukka and hi-riser 
styles are featured. Leather Cold 
Weather Casuals kit. Leather In- 
dustries of America, 411 Fifth 
Ave., New York 16, N. Y. Free. 


Can teaching machines 
teach salesmen? 


A booklet designed to give sales 
executives the feel of “teaching 
machines” or automated learning 
as it can be applied to sales train- 
ing has been issued by a firm of 
sales management and _ training 
consultants. School children, using 
teaching machines, have learned 
subjects two and three times faster 
than other children receiving the 
same instruction from teachers. 
The booklet presents the subject 
just as a teaching machine would 
—a frame at a time—and can be 
completed in about five minutes. 
Can Teaching Machines Teach 
Salesmen? Porter Henry & Co., 
Inc., 342 Madison Ave., New York 
17, N. Y. Free to sales and market- 
ing executives. 


More on branch stores 


Detailed information about 
branch stores is given in an NRMA 
publication now in its second print- 
ing. Some topics covered: financ- 
ing, preferred types of branches, 
most productive departments and 
price lines, personnel and selection 
of executives, saving money in 
building, volume to expect, store 
size in relation to population, ad- 
vertising, basement operations, 
parking, night openings, etc. The 
Facts About Branch Stores. Na- 
tional Retail Merchants Assn., 100 
W. 31st St., New York 1, N. Y. 
Members, $4; non-members, $8. 
Add 3% sales tax for N.Y.C.; 2% 
for D. C. 


Shopping center locations 


Small retailers in certain lines, 
including shoes, have been con- 
cerned about being kept out of 
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planned shopping centers. Credit 
ratings figure strongly in accept- 
ance of a store for shopping cen- 
ter occupancy and AAA tenants are 
preferred. Applicants with less at- 
tractive credit ratings have diffi- 
culty obtaining shopping center lo- 
cations. This is a summary or a 
study of the problem by Thomas L. 
Davidson of the University of Con- 
necticut. Management Research 
Summary, Small Store Opportuni- 
ties in Planned Shopping Centers. 
Small Business Administration, 


Washington, 25, D. C. 


Weather and plant location 


Climate is one of the most im- 
portant factors in plant location. 
This publication discusses weather 
and its effects, weather patterns in 
the Northeast and Southeast, and 
weather factors of the Northwest, 
Southwest, and North Central 
areas. Weather a Factor in Plant 
Location. Catalog No. C30.2P69. 
Superintendent of Documents, 
Washington 25, D. C. 20¢. 
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SALESMEN ON THE ROAD — py wivian anoerson 


Pennsylvania’s Lewinter succeeds Heaton as president of NSTA 


Milton Lewinter of Pittsburgh 
is the 1962 president of National 
Shoe Travelers’ Assn., succeeding 
O. B. (Bill) Heaton of Huntley, III. 

Lewinter, representing BGS 
Shoe Corp. and Pennsylvania Shoe 
Travelers’ Assn., was unanimously 
elected at the closing session of 
NSTA’s 51st annual convention at 
the Casablanca Hotel, Miami 
Beach, preceding the NSF. 

Other officers are: first vice- 
president, Ernie L. Miller of At- 
lanta, president of Southeastern 
Shoe Travelers and sales repre- 
sentative for Caressa; second vice- 
president, Casper Lane of Pacific 
Northwest Shoe Travelers’ Assn., 
a traveler for American Girl; sec- 
retary, Edmund J. Trench of St. 
Paul, Minn.; and treasurer, Paul 
D. Cook of Northwest Shoe Trav- 
elers’ Assn., a sales representative 
for Guild Moccasins. Trench and 
Cook were re-elected. 

Trench is also permanent man- 
aging-director of NSTA and sec- 
retary-treasurer of NSTA Benevo- 
lent Auxiliary. 

As past president, Heaton will 
become president of the Benevo- 
lent Auxiliary. 


A trophy for Indiana 

Indiana Shoe Travelers’ Assn., 
represented by Clyde W. Willian, 
president, and Frank M. Brown, 
membership chairman, was award- 
ed the trophy for largest percent- 
age increase in membership. Iowa 
Shoe Travelers’ Assn. was runner- 
up. 

Dave Klinesmith, recently re- 
tired executive director of West 
Coast Shoe Travelers Associates, 
was awarded the trophy for the 
most individual memberships sold 
the past year. 

Midyear directors’ meeting of 
NSTA will be held March 30-April 
1 at the Camlin Hotel, Seattle, 
Wash. Final consideration will be 


given then to the benevolent fund 
to evolve eventually a pension fund, 
for retiring members. The fund, 
with each member belonging on a 
compulsory basis, has been ratified 
by six affiliates to date. The other 10 
travelers’ associations will bring 
the matter to a vote at member- 
ship meetings to be held during 
regional market weeks this fall. 


“Fear of job security”’ 


A stirring talk by Marshall J. 
(Bud) Mantler, executive director 
of the Bureau of Salesmen’s Na- 
tional Assns., and a legislation re- 
port highlighted the convention 
sessions. 

“The one fear of job security 
still remains with the salesmen of 
this country,” Mantler declared. 
“The traveler doesn’t know where 


he stands from day to day.” He 
said that the American working 
public has security today and is 
free to be afraid of other things, 
not of jobs. The selling profes- 
sion, he said, is disappearing rap- 
idly. 

“As the individual retailer goes, 
our principal source of livelihood 
—selling—goes with it,” he stated 
in pleading that travelers do some- 
thing about the situation on the 
affiliate level. 

“The battle isn’t lost yet,” Man- 
tler said. “Every affiliate should 
have at least one big meeting an- 
nually and make every member 
come. By working together we can 
find a solution. . . . Work with 
other groups of your bureau. Look 
for directions and goals. Salesmen 
should respect their organization; 
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New officers of NSTA for 1962 are (seated) Edmund J. Trench (left), secretary, and 
Milton Lewinter, president, and (standing, from left) Paul D. Cook, treasurer; Casper 
Lane, second vice-president, and Ernie L. Miller, first vice-president. 
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manufacturers should respect 
their salesmen; salesmen must re- 
spect themselves. Respect must be 
born, not legislated. 

“Set up an ethical profession,” 
Mantler pleaded. “Set up your own 
rules and regulations pertaining 
to contracts, termination agree- 
ments, retirement, pension plans. 
Don’t be afraid! Honor, dignity, 
strength never came from fear. 
Failure to do something is better 
than success in doing nothing!” 


FTC ruling cited 

Reported as “of prime impor- 
tance to shoe travelers every- 
where” was a recent Federal 
Trade Commission ruling on com- 
mission cuts and Keough Bill HR 
10. 

The FTC ruling was cited as 
follows: 

“The Thomas Chair Co. of North 
Carolina permitted favored cus- 
tomers to purchase goods from a 
price list approximately 5 per cent 
lower than that of non-favored 
customers. The commission paid 
salesmen was then decreased from 
6 per cent to 3 per cent. In deliv- 


Frank L. Brown (right) accepts NSTA mem- 
bership increase trophy on behalf of Indi- 
ana Shoe Travelers’ Assn. O. B. Heaton, 
outgoing president of NSTA, presents the 
award at Miami Beach convention. 


ering the opinion of the FCC, Com- 
missioner Robert Secrest stated: 
‘It appears from the facts of rec- 
ord ... that the lower price can- 
not be accounted for in whole or 


“Since 1830 makers of furniture for public use.’ 
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4614—metal legs. 


Available with wood legs. 


hit See ae OO 


Dave Klinesmith (left) of West Coast Shoe 
Travelers receives congratulations from 
Ernie L. Miller, membership chairman of 
NSTA, for winning individual trophy for the 
most new memberships. 


part except by a savings in sales 
commissions. We think it may be 
inferred that the lower price is 
based in part on this saving, even 
though such saving is not arith- 





OUR PRICES 
PRODUCE . 


FAST SALES 


) = - @ - Oe G— 


— ie = & 0 Dae On @) 


WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 


. Phone: WOrth 2-5180 





metically commensurate with the 
price reduction deduction.’ 

“Upon finding that the lower 
price was based in part on the sav- 
ings resulting from different com- 
mission rates paid salesmen, a 
cease-and-desist order was _is- 
sued.” 

“This is an important decision, 
and when applicable to any of 
your accounts, we suggest you im- 
mediately make this ruling known 
to your employer,” the NSTA legis- 
lative report said. 


PARADE MAJORETTES 


Made on Acme’s custom 
last, with correct, sensible 
heel. In soft, white elk, with 
tassels in any school color 
or combination. 


The Keough bill 

Legislation Committee Chair- 
man Lester Abrams’ report, turn- 
ing to the Keough bill, said it had 
passed the House but “efforts are 
being made to have it killed in the 
Senate.” 

(Congress adjourned before this 
bill was considered by the Senate 
and after the legislative report was 
submitted. It is expected that the 
bill will be reintroduced in the next 
session of Congress.) 

Abrams’ report explained: 


“In broad outline, HR 10 will: 
first, allow a deduction within spe- 
cific limits for money paid into a 
retirement fund; second, permit a 
tax-free buildup on earnings from 
the fund; third, postpone a tax on 
the fund until payments are re- 
ceived from the fund. 

“President Kennedy suggested to 
Congress that a ceiling of $25 per 
day should be made for room and 
meals when a person is away from 
home traveling on business. Our 
understanding is that this sugges- 
tion was made to eliminate such 





Looking for 
VALUES 


Look for WEIL 


Quality Cancella- 
tions and Jobs of 
Adver- 


Over 


Nationally 

tised Brands. 
1000 Styles and 
Sizeable Quantities 





7611... for GROWING GIRLS 


All at a Price! 


M. K. WEIL 
? SHOE CO. 


os 


Factory 
Fresh 
Footwear 


at the Shows! 





© Southeastern Shoe Show, Atlanta } 
Oct. 15-18 
Piedmont Hotel—Parlor D 


© Midwest Chicago Shoe Show 
Chicago, Oct. 22-26 
Palmer House 


© Popular Price Shoe Show, ¥> = 


lov. 5- 
Hotel New Yorker—Rm. 1650-1-2 
Sizes 5 thru 10- “A” width; 3% thru 10-“C” width. ne 
COST TO YOu a 


6611... for MISSES 
Sizes 8% thru 3 -*“B"' and “D” widths. 
COST TO YOU 
ACME BOOT COMPANY, Inc. 
Clarksville, Tennessee 
WORLD'S LARGEST 
BOOTMAKERS 


1215 
SAMPLE 
* While in 


6611... for INFANTS 
Sizes 4 thru 8 - “D" width only. 
COST TO YOU 








\ 





128 Boot and Shoe Recorder 





items being deducted as sales ex- 
penses as yacht trips, hunting 
lodges, summer homes, trips 
abroad, etc. 

“On May 19, 1961, Dr. David 
Schwartz, staff member of the Bu- 
reau of Salesmen’s’ National 
Assns., appeared before the Ways 
and Means Committee in Washing- 
ton and presented a brief opposing 
said legislation. This matter will 
be watched closely by the Bureau 
and NSTA.” 


NSTA afternotes 


Two of the fair sex graced the 
two-day session of NSTA in the 
Coronet Room of the Casablanca 
hotel: Ruth Whatley, efficient ex- 
ecutive secretary of Southeastern 
Shoe Travelers’ Assn. who came 
down from Atlanta “to learn 
more,” and Martha Weisler, 14- 
year NSTA member from Los 
Angeles. Martha (Martha’s Ad- 
vertising Service), who served as 
chairman of the NSTA _ budget 
committee the past year, gave the 
speech seconding Casper Lane’s 
nomination for second vice-presi- 
dent. 

e 

There’s latent talent (or is it 
“ham”?) in everyone, including 
shoe travelers. Dick Graffis of 
Pasadena, Calif., and Jack Laster 
of Dallas seemed to enjoy their 
roles as assistants on the Morocco 
Club stage, holding the long “rope” 
for the five calypso artists. (Said 
program followed NSTA annual 
dinner.) 

o 

Gold NSTA membership cards 
were presented to outgoing Presi- 
dent Bill Heaton for his good work 
of the past year and to Marshall 
(Bud) Mantler for his “untiring 
services” for NSTA. 








you should Use 


DISPOSABLE FOOT COVERING 


MANUFACTURED SOLELY BY D& K CO. 
DEPT. M, BOX 564, ITHACA, N. Y. 
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Mr. Allen of Allen-Edmonds 

tells why ... you can win bigger sales 
and profits, more repeat customers 

with Allen-Edmonds . . . because 

you have an exclusive combination 

of “fine shoe” features plus 

Guaranteed Comfort! See your 
Allen-Edmonds representative! 


LLEN oe 


DMONDS: fsa shsceriewer 


BELGIUM, WISCONSIN 








IN STOCK 
STACKED HEELS 


Sizes 4 to 11—Widths AAAA to D 
RETAIL ABOUT 10.95 TO 12.95 


FOR YOUR ™s ——clteago 
CONFIDENCE AND | La OCTOBER 22-25 
COMPLETE ACCEPTANCE | § ae. peony a | 
OF OUR AMERICAN MADE > 

MEN’S DRESS RUBBERS Sling 


Gi ALOC H A British Classics, Inc. 











Vj ARINE: oe beam sie 
seamed rarely outworn! 


The barefoot feel 0 de 
sun-worshippers love! s9 

The original Cushioned INSOLE 
sandals, with a reputation for 
longer-wear-built-into-every-pair. Heavy- 
grade cowhide straps. Chrome 

soles. Adjustable vamp 

for proper fit, and 

extra ‘ ‘mileage” 





DON'T MISS THE ENTIRE EXCITING TORCH LINE OF = wa eee 


RAINY DAY FASHION FOOTWEAR FOR THE ENT:RE FAMILY = | “i , ) =, 
NATIONAL SHOE FAIR OF AMERICA HOTEL NEW YORKER —g,, 3 


0 . r 
NOVEMBER 5-9 ROOMS 2042.2043 | waa Sena Dante vomeaee 
TORCH RUBBER COMPANY, 1302 INWOOD AVE., N.Y. 52, N.Y. HOY SHOE CO. 1128 LOCUST ST., ST. LOUIS 1, MO 
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Where to Buy 





JOBS 


JOBS 








IT PAYS TO VISIT 
PHILADELPHIA 
Largest selection of 
Nationally Branded 
Cancellation Shoes 
in America 


LOWEST PRICES 











BOX HANDLERS 


ML C SALES 


COMPANY 
48 No. Third St 
Philadelphia 6, Pa 
MArket 7-0823 


The Leading Source 
for DISCOUNT and 
CANCELLATION Shoes 
since 1925 


Come to Phila. and SAVE 





THE LAST WORD 








LONG ARM* 
The officer hos herniier 
eran, SAS, $A 


Quicker 
Easier 


Safer 


than any other way to get 
shoes from the high shelves 
—and you return the EMPTIES upside down. Long 
Arms with handles 24”, 36”, 48” and 607, $3.95; 
with 72” handles, $4.95. Metal heads for replace- 
ments, $3.00. Postage prepaid in USA. Order now 
and specify handle length you need and state if for 
men’s or women’s boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


 oatand 








Wages rising in Japan 


—fringe benefits too 


American manufacturers com- 
plaining about imports often point 
to “cheap labor” abroad which, 
they say, permits unfair competi- 
tion. 

Cheap labor, however, isn’t as 
cheap as it used to be—at least not 
in Japan. From 1955 to 1959, money 
wages there rose by 26 per cent, 
and real wages by 21 per cent. Real 
wages jumped another 7 per cent in 
1959 and 5 per cent in 1960. 

On the other hand, Japanese 
wages in manufacturing industries 
are still miserably low by American 
standards. They averaged 26¢ an 
hour in 1957 compared with $2.07 
in the U. S., 65¢ in Great Britain, 
51¢ in West Germany, 44¢ in 
France and 33¢ in Italy. 

These figures represent cash 
wages. The range of fringe bene- 
fits received by Japanese workers 
is, by our standards, remarkable. 
These include year-end and summer 
bonuses amounting to two or three 
months’ pay, sometimes more; pay- 
ment for transportation to and from 
work; discounts on clothing and 
necessities; a family allowance, and 
a flock of other provisions. 
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They’re probably tight 

A thief broke into the shop of 
bootmaker Joe Lombardo, Venice, 
Calif., and stole only one pair of 
shoes ... black oxfords, two inches 
long, used for display. 


Wacky wager 

A Turk named Hassan Pasha 
recently won a bet by eating a five- 
pound pair of fleece-covered leather 
sandals. He did it by making a tas- 
ty dish out of tiny chopped-up 
pieces of the sandals, mixed with 
chopped onions and fried in butter. 


Ridiculous! How could it? 


A duck is a bird that walks as if 
it had been riding a horse all day. 


It wasn’t deep enough for him to 
swim 
A statistician was drowned when 
he was wading a river with an 
average depth of three feet. 


Murder clue 


On the shoes of a kidnapped, 
murdered boy in Australia, police 
found five different kinds of molds 
growing. Their varied stages of 
growth showed that the boy had 
been murdered four weeks before 
and started the Australian police 
on the way to solving the crime. 


Promoted 


Eric Franken of Herbert Cox 
Correct Shoes, Inc., Little Rock, 
Ark., had trouble finding the cus- 
tomer’s card in the file. When the 
customer had been fitted and was 
on his way, Franken took the card 
to the bookkeeper and said, “It’s 
time to transfer this card to the 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 





“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’3 


M. K. WEIL 
* Shoe Company 


1215 Washington Ave. 
St. Louis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 
CE 1-6747 


Fine Fechinnr 
MOSINGER-COHN 


1235 Washington, St. Louis 3, Mo 











ORTHOPEDIC FOOTWEAR 








TARSO PRONATOR SHOES® 


—for club feet— 

. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway e Yonkers, N. Y. 
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KLING-TITE! 


LOWEST PRICE GENUINE 
CUT-SOLE SAFETY 





ANTI-SLIP 
ANTI -SLIDE 











DIAMOND CUT-SOLE* 
*Patent applied for 
@ Prevents dangerous sidewise slip! 
@ Bumper toe, double-deep heel cushion 
@ Nonmarking nautical blue sole 
@ Sturdy canvas, blue or white 


MEN'S, WOMEN’S, $6.95. JR.’S, $5.95. 


ANTI-SKID BOAT SHOE 


Naugatuck 


Box 338G Connecticut 


by the makers of Sperry Top-Sider 





adult file. His wife’s pregnant.” 


Dogs 

Fred Lewis, operator of a brake 
and wheel alignment business in 
Enid, Okla., started making rub- 
ber boots to protect the feet of 
his hunting dog 11 years ago. 
Since then he has made and ship- 
ped more than 4,000 sets of the 
boots throughout the U. S., Can- 
ada and Mexico. He has supplied 
boots to the Army and recently 
shipped some to Alaska for trial 
use on mountain lion hunting 
dogs. 


Heart and sole 


The latest thing for some teen- 
agers in England is to have a 
heart, usually combined with the 
initials of one’s “steady,” tattooed 
on the sole of a foot. 


They come and sometimes go. 
Warts on the sole of the foot 
are very painful. They are also 
very common, and this is because 
the wart virus is distributed al- 
most everywhere, according to Dr. 


E. Richard Harrell, University of 
Michigan Medical Center. When 
warts disappear as if by magic 
or as the result of some illogical 
“cure,” it’s because you have de- 
veloped a relative immunity. 


Geriatrics 

Clinton Bows, president of Tru- 
Moc Shoes, Inc., Brockton, Mass., 
moccasin manufacturer, found, in 
perfect condition, a one-pair shoe 
box that had been delivered 50 
years ago to his father’s moccasin 
factory. He returned the box to 
the original maker, M. B. Claff & 
Sons of Brockton. 


ae 
[NEw DILUTER SET 


44 Colors from 48 Basic Dyes 


FREE 8-PAGE BOOKLET 
“How to Dye Fabric Shoes” 


EVERETT & BARRON COMPANY 
166 Valley St., Providence, R.1. 








C oy Gi ' rs ° Built for Comfort 


e Designed for Shoe Stores 
e Priced to Sell! 


“Cescant™ 


SS A ANN I 
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Wanted to Purchase 





70 P CASH 

s., PRICES 

for —supptus sHoEs 
CANCELLATIONS 


COMPLETE STORES 
Write or wire fer fast action . . . « 
men's, women's end children's shoes 
ul Phone CE 1|-6747 
Fine Footwear For over 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 








WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9638 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 


KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 














M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 











Seth Gaffin Shoes 


146 DUANE ST. 
NEW YORK 13, N. Y. 
BE 3-7290 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 
4116 Bergenline Avenue 


Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 








YOU GET 


M 0 R 3 CHILDREN’S SHOES 
YOU GET Complete Stocks and 


C A iS i4 Stores Solicited 


At All Times. Phone: WOrth 2-5180 


FOR CLOSE-OUTS of : 
MEN'S, WOMEN’S and Meese Seah te Saeed 


—3 = (0) Di OOF 
79-81 READE ST 
NEW YORK 7. N.Y 








the people 


you want 


are readers of BOOT and SHOE RE- 
CORDER classified advertising. Your 
advertisement will buy and sell . . . fill 
a key position ... yes, help in many 
more ways. Send your advertising copy 
today to 

Classified Advertising Department 


BOOT AND SHOE RECORDER 
Philadelphia 39, Pa. 














B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED 5 


YOUR NAME PROTECTED #f 
B.&R. SHOE CORP. 74 Reade Street, New York 7,N.Y. WOrth 2-6358 


Phone or wire 
collect 
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STATEMENT REQUIRED BY THE ACT 

OF AUGUST 24, 1912, AS AMENDED BY 

THE ACTS OF MARCH 3, 1933, AND 

J r 2, 1946 (Title 39, United States 
Code, Section 233 


SHOWING THE OWNERSHIP, MAN- 
AGEMENT, AND CIRCULATION OF 
BOOT and SHOE RECORDER, published 
semi-monthly at Philadelphia, Pa., for 
October 15. 1961. 


1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: Publis her, E. 
Terhune, Jr., Boot Road, Sugartown, Mal. 
vern P. O., Pa.; Editor, John J. Reilly, 
120 Browning Lane, Rosemont, Pa.; Man- 
aging editor, James Edmonds, 214 South 
42nd Street, Philadelphia 4, Pa.; Business 
manager, John B. Prader, 116 North New 
Ardmore Avenue, Broomall, Pa. 

2. The owner is: (If owned by a corpo- 
ration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 per cent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unin- 
corporated firm, its name and address, as 
well as that of each individual member, 
must be given.) CHILTON COMPANY, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Holders of more than 1 per cent of the 
capital stock outstanding of Chilton 
Company: Mary M. Acton, 260 Sycamore 
Avenue, Merion Station, Pa.; Mrs. Beulah 
Fahrendorf, Chateau LaFayette, Scars- 
dale, New York; Charlotte M. Gray, The 

3uchanan, 160 East 48th Street, New 
York 17, New York; Dorothy S. Johnson, 
Bankers Trust Co., 5th Ave. & 44th 
Street, New York, N. Y. ; Kimberton Hills 
Farms, Inc., 1608 Walnut Street, Phila- 
delphia, Pa.; Mabel P. Myrin, 1698 Wal- 
nut Street, Philadelphia, Pa.: Mary M. 
Acton, Surviving Trustee U/W/O Clarence 
A Musselman, Dec'd, c/o R. F. Irwin, Jr., 

318 Packard Bldg., Philadelphia, Pa., 
Be sneficiaries, Mary M. Acton and David 
Acton; J. Howard Pew, 1608 Walnut 
Street, Philadelphia, Pa.; J. N. Pew, Jr., 
1608 Walnut Street, Philadelphia, SE 
Mary Ethel Pew, 1608 Walnut Street, 
Philadelphia, Pa.; sng Cc. Sly, 415 
East 52nd Street, New York 22, N. Y. 
Alberta C. Sly, Executrix U W lo Fred- 
erick S. Sly, Dec’d, 415 East 52nd Street, 
New York, New York, Beneficiaries, Al- 
bert C. Sly, Alberta C. Sly, and John E. 
Sly: Soleil Farms, Inc., 1608 Walnut 
Street, Philadelphia, Pa.; Steere & Com- 
pany, c/o Girard Trust Corn Exchange 
Bank, Philadelphia 2, Pa. 


3. The known bondholders, mortgagees, 
and other security holders, owning or 
holding 1 per cent or more of total amount 
of bonds, mortgages, or other securities 
are: (If there are none, so state.) NONE. 


4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statement in the two paragraphs 
show the affiant’s full knowledge and be- 
lief as to the circumstances and conditions 
under which stockholders and _ security 
holders who do not appear upon the books 
of the company as trustees, hold stock 
and securities in a capacity other than 
that of a bona fide owner 


5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
preceding the date shown above was: 
(This information is required by the act 
of June 11, 1960, to be included in all 
statements regardless of frequency of 
issue.) 18,770 


EVERIT B. TERHUNE, JR. 
Publisher. 


Sworn to and subscribed before me this 
5th day of September, 1961. 

JAMES A. MIADES. 

(My commission expires June 11, 1962.) 
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Classified and Want Ads 








FOR SALE 


A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS’ AND CHIL- 
DREN’S Pre-Welt, Bonwelt and Cement shoes, 
located in Eastern Pennsylvania. Reply to Box 
890, Boor anp SuHoe Recorver, Chestnut & 
56th Streets, _ Philadelphia 39, Penna. 

FAMILY SHOE’ STORE, NATIONAL 
BRAND AND ORTHOPEDIC FOOTWEAR. 
46 years. Owner retiring. Corner store. Low 
rent. 7:00 P. M. closing, up-to-date customer 
records. Schwartz’s Shoe Company, 545 Central 
Avenue, Brooklyn 7, New York. HYacinth 
1-6922 


ESTABLISHED CHILDREN-TEEN 
BOOTERY. New front, air conditioner. In- 
terior—clean stock. 5 year, low rent lease. 
Quick buyer. $15,000. 00. Unheard of deal. 
Miami. Owner ill. Reply to Box 954, Boor 
AND SHoe Recorver, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


~ RETIRING. FAMILY SHOES BETTER 
GRADES, NORTHERN OHIO. 100% loca- 
tion. Sell inventory. Reply to Box 959, Boor 
and SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


FAMILY TYPE STORE NEAR LOS AN- 
GELES, CALIFORNIA. ESTABLISHED 14 
years. All National advertised lines. Good 
lease with flat rental. $25,000 will handle. 
Reply to Box 929, Boor anp SHoe REeEcorDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











FOR SALE 


Established shoe store in Florida. Good downtown 
location. In same location for over 40 years. Men's 
and women’s shoes. Clean stock, Walk-over, Free- 
man, Dr. Locke. All National Brands. 


Reply to Box 960, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














IMPORTS 








ITALIAN TOE SHOE SENSATION! 


Limited number dealer franchises available with 
territory exelusive. Internationally famous Porselli 
Italian Ballet Toe Shoes with Toe-Gluv® toe 
pleating, dance convention hit sensation. A repeat 
profit maker! 


Contact BALLETTO INC. 
16 West 32nd St. NY |. 














HELP WANTED 


SHOE BUYER. Excellent opportunity to 
join eastern organization for a man with retail, 
preferably volume a ap operation, back- 
ground. Men’s, women’s and children’s shoes. 
Reply in full confidence ‘by submitting complete 
ear Must be willing to relocate. Our em- 
povess know of this ad. Reply to Box 952, 

oot AND SnHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





GGRESSIVE M: AN AG ER WwW ANTED FOR 
MID. WEST FAMILY SHOE STORE capable 
of earning $125 to $150 week. Prefer Mid- 
westerner with all-around experience in smaller 
cities. All Brand name lines. Medium and 
better grades. No floaters or alcoholics need 
apply. Exceptional opportunity in fine store in 
thriving city 50,000 population. Please state 
full details your experience and all references 
in first letter. Reply to Box 957, Boor aNnp 
Suoe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 


BURNS CUBOID COMPANY HAS ExX- 
CELLENT RETAIL SELLING OPPORTU- 
NITIES for qualified people of various ages 
and earning requirements. Assignments in 
large and small shoe departments nationwide. 
Write Box 658, Santa Ana, California. 





MALE 
HELP WANTED 








APPRENTICE FITTING ROOM FOREMAN 


for high grade ladies shoe factory with a 
technical background of Time—Motion Study 
—Work simplification—Production control and 
Administration. Salary open. Resume please. 
To Box 873 Realservice Advertising, 110 W. 
34th Street, New York, New York. 














WANTED TO PURCHASE 





WANTED, DAMAGED, BSFELT ED. 
WORN SHOES, “as is” conditions. All type 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa. KI 5-9766. 





LINES WANTED 


EXPERIENCED SHOE MAN DESIRES 
FULL TIME LINE FOR SOUTHEAST. 
Have following retail and department stores. 
Successful record. Excellent references. Reply 
to Box 950, Boot anp SHoe RecorpeEr, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 








MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
Werld’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Neme 





Company. 
City 
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Classified and Want Ads 








SALESMEN WANTED 


BUSINESS OPPORTUNITY 








COMMISSION, SIDE LINE OR 
FULL TIME MEN FOR SPRING 
SEASON 1962. Alabama-Georgia; 
Massachusetts-Connecticut-Rhode 
Island; Texas-Louisiana. Men’s 
popular price, high styled, instock 
line. All replies kept confidential. 
Please give full resume including 
references. 


Reply to Box 955, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














SALES 
REPRESENTATIVES 
WANTED 








FAMILY SHOE STORE, INDIANA TOWN, 17,000. 
100 per cent location. Now being operated by 
popular priced family shoe chain. Will remove 
merchandise. Modern front, beautiful fixtures, 
air conditioned. Exceptional deal to well-rated 
operator. 


Reply to Box 956, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














SALES REPRESENTATIVE 


Well established firm seeks serv- 
ices of man to carry prestige line 
of style men’s dress shoes retailing 
from $19.95 on up. Man must be 
completely familiar with all good 
stores in entire West Coast terri- 
tory. Only man with experience 
and following need apply. 


Reply to Box 923, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


DISPLAY 








Hotel 1068. 





Wanted: Shoe stores to keep selling in windows. See CAMERON COMPANY DIS- 
PLAYS at Chicago, Palmer House 960; Denver, Albany Hotel 268; Dallas, Adolphus 











DESCRIPTIVE XMAS CIRCULAR: Price 


Tickets, Cards, Banners, Arrows, Sale Signs, 


Record Forms. Merchants Service, 407 So. 
Dearborn, Chicago S. 





FOR RENT 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra. ...$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 
Classified Advertising 
Is payable in advance 








Store for rent— Previous tenant successful. 
Family shoe store for I5 years. Located main 
business corner. Dunkirk, Chautauqua County, 
New York. Approximately 1000 sq. feet plus 
large basement, Attractive show windows. 
Fixed rent or percentage lease. Reply to 
J. F. Bachman, 400 Central Avenue, Dun- 
kirk, New York. 














OPPORTUNITY 











WONDERFUL SHOE 
OPPORTUNITY 


IN ONE OF 
MINNEAPOLIS FINEST 
LADIES SPECIALTY SHOPS 


$200,000 volume 


in established 40 year location and 
suburban shop. 


Reply to Box 958, BOOT and SHOE RECORDER 








Chestnut & 56th Streets, Philadelphia 39, Penna. 





October 15, 1961 





SIDELINE SALESMEN 
WANTED 


OPPORTUNITY! 


We have several openings for side 








line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














BUSINESS OPPORTUNITY 





INDEPENDENT SHOEMEN’S 
ALLIANCE 


National buying and merchandising group now 
forming, offering low cost charter memberships, 
shares, options. Complete 8-point dynamic pro- 
gram never before offered independent shoe mer- 
charts, Coast-to-coast scope offers powerful 
marketing impact for Frm § merchants. Write 
today on your letterhead for complete informa- 
tion package, enclosing check for $2.50 to cover 
materials, handling and postage, to ISA. Reply 
to Box 953, Boor anp pos Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 
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INDEX TO ADVERTISERS 





This index is published as a convenience. No liability is assumed for errors or omissions. 


Acme Boot Company, Inc..... 128 
Allen Edmonds Shoe Corp..... 129 
Altschul, Julius, Inc........... 88 
Amer, William, Co. ......... 
American Girl Shoe . 

Armour Leather Company. ... 
Armstrong Cork Company 


B & R Shoe Company 
Baris Shoe Co. 

Bass, G. H., & Co. 
Bata Shoe Company, Inc. .... 73 
Beebe Rubber Company. ... 80 
106, 117 


... 128, 133 


Berned Shoe Company 
Bonded Fibers, Inc. 

British Classics, Inc. es 
Brooks, William, Shoe Co., The 86 


Brown Shoe Company .... .66, 67 


C 1 C Machinery Inc. 
Cambridge Rubber Co. ...... i 


Cameron Company Display.... 135 
Camitta Shoe Co. ......... 
Carter, J. W., Company ..... 
Cat's Paw Rubber Company, 


Craddock Terry Shoe Corp.. 30, 32 
Curtis-Stephens-Embry Co. ... 10 


D & K Co. 


Danskin Inc. 
Desco Shoe Corporation 


Dodson-Fisher Shoe Manufactur- 
ee SR a RES: 51 


Dow Corning Corporation .... 107 
Dremel Mfg. Co. ............ 106 


Du Pont, E. |., de Nemours & 
Co. (Inc.) 


Eby Shoe Corporation 

Edwards Shoes, Inc. 

Edwards, Vincent, Company... 134 
Endicott Johnson Corp. .. .35 to 44 
Everett and Barron Company . 132 


Florsheim Shoe Company, The 26, 27 
Frye, John A. Shoe Company... III 
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Gaffin, Seth, Shoes, Inc... . .87, 133 

Gerberich-Payne Shoe Company 121 

Gilbert Shoe Co., The........ 1 

Goding Boots, Inc. .......... 94 

Goodyear Tire and Rubber 
Company, The 

Green Shoe Mfg. Co... . Back Cover 


Hagerty, P., Shoe Co 

Hempstead Shoe Company... 133 
Hoffman, Harri Co., Inc 

Peewee Ge... ...... 5.00 130 
Hubschman, E., & Sons 


Irving Tanning Company 
Iselin-Jefferson Financial Com- 
pany, Inc. .. 


Jarman Shoe Company 


Juvenile Shoe Corporation of 
America, The 


Keith, Geo. E., Company..... 
Kelly Sales, Inc. ............ 


Kickerinos Division of the Hamp- 
ton Corporation .......... 


Kiwi Polish Co., The 


Lawrence, A. C., Leather Co.. 103 
Levor, G., & Co., Inc 
Lisanco Footwear Inc. ....... 


MLC Sales Company ...... 131 


Marbon Chemical Division of 
Borg Warner Second Cover 


Markell, M. J., Shoe Co 
Martin Fabrics Corporation .. 50 
Matthias Paper Corporation... 113 


Miller, O. A., Division of United 
Shoe Machinery Corporation 25 


Monarch Marking System Co., 


Mosinger-Cohn Shoe Co.. .131, 133 
Mutual Shoe Sales Company.. 47 


Naugatuck Chemical Division of 
United States Rubber Com- 


Nunn-Bush Shoe Company 
Third Cover 


Pellon Corporation 
Quoddy Moccasins 


Ripple Sole Corp. .......... 80 
Rockingham Shoe Company.. 124 
Romito-Donnelly Corporation . 132 


Scholl Mfg. Co., Inc., The... 
Servus Rubber Co., The 

Shaw, M. T., Inc 

Shoe Form Co., Inc. ........ 
Skinner, William, & Sons 
Sperry Topsider 

Step Master Shoes, Inc 

Stoff, M. & Company 


Vet Me ees. . ewes 54 
Thonet Industries, Inc. ....... 127 
Tingley Rubber Corporation... 
Topps Shoe Store 

Torch Rubber Company 

Trimfit Socks 


U.S. Savings Bonds 
United Foot-So-Port Shoe 
Stores, Inc. ... 


United Shoe Machinery Corpo- 
ration 18, 102 


Vaisey-Bristol Shoe Co. ...... 23 
eee 21 
Virginia Oak Tannery Inc... .. . 
Vulcan Corporation 


Wall Streeter Shoe Company.. 19 


Weil, M. K., Shoe Company 
128, 131 


Wellco Shoe Corporation 


Boot and Shoe Recorder 


FAERIE AE ERE PIER NLI AN te CaM RRR ny PME 





Biggest Advance in 
Shoe Value in 25 Years! 


STYLED AMERICAN 


SHOE leather wears just so long. But the way 
leather is put together into a pair of shoes has everything 
to do with comfort and enduring good looks. 


Edgertons inherit Nunn-Bush research of lasts 
and patterns, Nunn-Bush skill . . . and Nunn-Bush 
style competence. 


Get Edgertons when you want moderately priced shoes 
. and get the most satisfaction for your money! 


from 


$7995 
4 12 


EDGERTON DIVISION 
NUNN-BUSH SHOE COMPANY 
MILWAUKEE 1, WISCONSIN 
Also made at 


430 McGill Street, Montreal, Quebec, Canada 
Progreso 172 Mexico City 18, D. F. Mexico 


ALBANY LAST 
Style 9213 
Turf Tan Varsity 
Also in Black 


MONACO LAST » 
Style 7872 
Turf Tan Varsity 
Also in Black 


SPARTAN LAST « 
Style 9855 
Pli-Matic 
Antiqued Moro 
Surface Stitched 
Also in Black 





year-round for him. 


THE SHOE ariAT UNDERSTANDS CHILDREN 


Green Shoe Mfg. Co., Boston, Mass 




















